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N OV. 14-17 
CLEVELAND 


PUBLIC AUDITORIUM 


Demonstrations—clinics—speeches—product exhibits— 
entertainment features. Complete details of big, 


four-day show. 
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for more security, D"E’'X LOCK has over 21,000 key changes 


Out of 21,000 Dexlock keys, only one will fit a 
particular Dexlock set. 
This extra margin of security is Dexter policy. The 
same policy specifies key cylinders of solid brassand Jeorernm nocK DIVISION 
pies inside parts of cold-rolled steel instead of die cast pe vter industries, Inc. — Grand Rapids, Mich. 
a sheqel or powdered metal — and it means extra protection In Canada: Dexter Lock Canada Ltd., Galt, Ontario. 


° ° In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V. 
for Dexlock Gwners, extra assurance of satisfaction Monterrey. Dexter locks are also manufactured in Sydney, 


See us at Booth No. 153 for builders and Dexlock dealers. Australia and Milan, Italy. 


BUY DEXTER 
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*U. S. Patent No. 2,782,468 





as ead a a1 a " , f 
Exclusive! Back is grooved to “balance” surface striations, resist warping. Rounded striations are snag-proof. 











Only Georgia-Pacific adds a handsome sand-colored topcoat to Striated plywood! And this pre- 
painted paneling costs no more than unfinished competitive products. The plastic resin-base 
paint coat serves as a finish for either exterior or interior use—or as a base coat for custom col- 
ors. For details and sample of this low-cost paneling, call your local G-P source or write today. 


GEORGIA @ PACIFIC 


Dept. ALBP1059, Equitable Bidg., Portiand, Ore. 
Plywood & Redwood « Lumber & Hardboard + Pulp & Paper 


Please send information and sample of new Factory-Coated Striated. 


NAME____ 





FIRM 





ADDRESS. 


a OD i et fh - ’ a 
INTERIOR aay city. STATE 


5/16” in 4’x8’ and 4’x10’ panels 
12” and 16” squares There's nothing in the world like wood 











THIS FENCE IS 32 YEARS OLD 


Omer Rodkey, left, and son Russell, stand be- 
side their Continental Fence that is actually 
over 32 years old, still is straight and strong, 
still giving excellent service. Mr. Rodkey, 
Senior, has lived on this Indiana farm all his life, 


THIS FENCE IS 29 YEARS OLD 


Mr. Hans Schroeter, Indiana, is a diversified 
livestock farmer to whom well fenced fields are 
of utmost importance. The Continental Fence 
shown here is over 29 years old and in fine con- 
dition. It looks strong enough to last a g 
many years longer. 





THIS FENCE IS 34 YEARS OLD 


Mr. Daniel W. Young, shown here on his farm, 
near Sheridan, Indiana is proud of the fact that 
his Continental Fence has lasted so long, with 
so little upkeep. ‘“‘When you put up Continental 
Fence,” says Mir. Young, ‘‘It’s up to stay!” 


Circle No. 125 on Handy Cover Card 


Customers agree... 
CONTINENTAL FENCE 
costs less per year 


The long life of Continental Fence, as shown by the 
examples at left, gives it top sales appeal. And since 

1932, 27 years ago, Continental’s famous Flame-Sealed® 
process gives even greater protection—unbeatable 3-way 
protection that assures your customers of longer fence life. 


TRIPLE 
PROTECTION 
AGAINST RUST 
Heavy, more uniform 
zinc coating is Flame- 
Sealed to make a denser, 
tougher, tighter shield 
against rust. 


Copper steel has up to 
three times greater rust 


resistance than ordi- T RUST 
ae UARANTEED/ 


nary steel. 


Zinc coating is actually 
welded to the steel to 
prevent cracking, flak- 
ing or peeling. 


PIONEER® or 
CHAMPION® 
Super strong knots, 
either the Pioneer semi- 
rigid or the Champion 
Hinge Joint make for 
easy handling and tight 
stretching. They help 
close the sale. 


Your customers need these items, too! 


You can promote ‘‘one-stop” buying by offering 
Continental’s complete line—15 types of farm fence, 

posts and gates, nails and staples, 3 kinds of steel roofing, 
barbed wire, welded wire fabric and other items. Treat 
your customers to the best in steel, and treat yourself to 
the best in steel profits. See your jobber or write direct today. 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During recent months, you have seen 
dramatic evidence of DSC in the land 
development articles in American Lum- 
berman. In the months ahead, we will 
show how careful store planning can also 
lead to Dealer Sales Control. These arti- 
cles will detail the newest tested mer- 
chandising methods and display ideas 
that any dealer can adapt for himself. 


Something to 
think about... 


¢ It’s unwise to pay too much, but it’s 
worse to pay too little. When you pay too 
much, you lose a little money—that is all. 

When you pay too little, you some- 
times lose everything, because the thing 
you bought was incapable of doing the 
thing it was bought to do. 

The common law of business balance 
prohibits paying a little and getting a lot 
—it can’t be done. 

If you deal with the lowest bidder, it is 
well to add something for the risk you 
run. And if you do that, you will have 
enough to pay for something better. 

(Printed policy at consumer desk, 
Howard Lumber Co., Inc., North Wil- 
braham, Mass.) 
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Producers and Distribution 
Personal viewpoint editorial by Gordon J. Lawler 

What to See and Do At The NRLDA Exposition 
Registration details for the 6th annual Building Products 
Exposition in Cleveland, November 14-17. 

Booth Locations at NRLDA Exposition 
Every booth numbered for ready-reference and cross- 
checking with complete list of exhibitors. 

Complete List of Exhibitors 
Almost 250 booths, a record number, will be occupied by 
manufacturers and other exhibitors, who are listed alpha- 
betically. We'll see you at American Lumberman's booth 
No. 34. 

Action Demonstrations at NRLDA Exposition 
These special demonstrations will include Lu-Re-Co model 
home, Heritage Homes’ House-a-Day and seven of the 
best-selling home improvement packages in life-size dis- 
plays. 

Store Planning Service at NRLDA Show 
If you are considering store planning or remodeling, you 
are invited to bring photographs and sketches for confer- 
ence with American Lumberman's store-planning experts. 

Materials Handling Clinics 
‘More Profit Through Cost Control"’ is the theme of three 
days of special demonstrations and clinics. 

Daily Program of Events 

Kitchens Unlimited! 
How a North Carolina dealer developed a kitchen depart- 
ment into sales totaling $250,000 annually. 

Dealers Condemn Use of Loss-Leaders 
But some dealers claim they are forced into loss-leader 
selling, admitting that it's a gimmick that may boomerang. 

Shopping Your Store 
Third in a series of articles describing what actually hap- 
pened when an American Lumberman reporter anony- 
mously visited a local lumberyard. 





What’s Coming . . . 


See the newest architect- 
designed showrooms for re- 
tail lumber dealers in your 
SALES AIDS page 68 next issue . . . every one 
WANT ADS page 73 completed this year or cur- 
rently on the drawing board 
ADVERTISING INDEX page 72 . special hardware fea- 
NEW LITERATURE page 74 tures, too. Watch for your 
big, feature-filled November 
9th issue. 


NEW PRODUCTS page 65 
NEW EQUIPMENT page 66 
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SOLD 13.000 
FEET OF BARCLITE 
FOR THIS ROOF!” 


says dealer Jerry Pomeranz 








_ 


JERRY POMERANZ, SOUTH JERSEY 


LUMBER CO., 


“Laurel in the Pines Hotel had a problem with their skat- 
ing rink. They wanted the roof to let in the light, keep 
out the rain, wind, snow—and help preserve a smooth ice 
surface in any weather. I knew Barclite would be perfect 
for the job. Recommended it — and wrote up one of the 
biggest sales I ever made.” 

More and more lumber dealers every day are discover- 
ing it pays to find Barclite sales. Barclite fiberglass 


BARCL 


BARCLITE CORP. OF AMERICA, DEPT. AL10, BARCLAY BUILDING, N. Y. C. 51 


6 Circle No. 94 on Handy Cover Card 


LAKEWOOD, N. J. 


panels are the ideal answer for cabanas, carports, plant 
skylights, office dividers, terraces. Strong, shatterproof 
yet lightweight, Barclite installs with ordinary handtools. 
Needs no maintenance. It offers unlimited decorative 
effects with a wide range of patterns and colors. And 
when you sell Barclite panels—your profits are always 
blue sky. Contact your distributor today for four-color 
literature and free samples of Barclite fiberglass panels. 


om, 


WG 
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PERSONAL VIEWPOINT 





Producers and Distribution 


This month top executives of 160 firms tied to construction met at St. 
Louis. The event was the Producers’ Council annual meeting with a 
theme—“Dynamics of Distribution.” 

Last year Drs. Reavis Cox and Charles Goodman of the Wharton 
School of Finance and Commerce had been given an assignment by the 
Producers’ Council. Their chore—interview 50 or more firms with wide 
product lines and determine the distribution problems of the building in- 
dustry as a whole. 

The results of this year of research were presented at St. Louis. While 
recognizing distribution problems existed, the report suggested that all 
business experienced constant stress and strain in a competitive economy. 
But we were especially interested in Prof. Cox’s suggestions for addition- 
al research by the Producers’ Council. He recommended that the man- 
ufacturers might explore three basic areas: 


1. A study of the problems involved in organizing, managing and con- 
trolling distribution channels for building materials. 


2. Research to find the key individuals who decide what materials are 
used in construction and devising ways of reaching them with sales appeal. 


3. Market research to acquire better data upon which to base potentials, 
quotas, sales budgets useful in planning distribution activities. 


It remains to be seen if Producers’ Council members will approve the 
i $75,000 over three years 
— is trifling. Postponing the research could come rather from the widely 
differing viewpoints by manufacturers on all phases of distribution. 

In private conversations, it becomes very clear that manufacturers be- 
lieve both distributors and retailers should further sharpen up their sales 
in distribution channels. Off the record, they say frankly—*“look, the man- 
ufacturer has gone just about as far as he can to cut costs. Production is 
efficient, we use the latest materials handling equipment, millions are spent 
on research, advertising. How about retailers and distributors showing the 
same drive and concern over reducing their costs?” 

When a lonely editor attends a meeting of producers discussing distribu- 
tion, he goes away with rather mixed feelings. It’s easy to agree with sug- 
gested research by <ey people con- 
trolling the sales and getting more and better market data. 

Point 1, however, “the Channel Problem” offers, in our opinion, the 
most exciting and helpful area for market research. Prof. Cox’s suggestion 
that the duties of manufacturers, wholesalers and dealers be re-examined 
in the light of marketing changes is extremely timely. 

Now stating that our industry is “complex,” at times “archaic” and even 
“ineffective” is hardly helpful unless a better system is suggested. In using 
these terms, Prof. Cox is merely repeating general complaints and he 
suggests quite properly that solutions are not his job. 

Old-timers in the business view all talk of distribution with a jaundiced 
eye. In our opinion, this industry is about ready for creative new mer- 
chandising which could solve many serious marketing problems. 

We'd like to suggest to the Producers’ Council, for example, that they 
join our drive for package merchandising programs, which bring together 
wholesalers and dealer customers. As we have pointed out, most other 
essential industries have plans along this line. Playing a part in developing 
new programs would indicate leadership, not mere reporting of existing 
distribution conditions. 

It must be understood that developments such as the new Housing In- 
dustry Council will merely foster more new home ownership. This industry 
must gain sales from many markets—store business, farm, remodeling 
and commercial, to match production with increased volume. 

True maturity for the distribution of building material will have arrived 
when we begin to work together experimentally—actually testing in the 
field new ways to get more business. In recent years, we have seen dealers 
do much of the pioneering in merchandising and in the case of trusses 
and house components—even research. Now they'd like to see more 
manufacturers and distributors join their team 

Bare discussion of distribution is becoming old-fashioned. What you'll 
be hearing about from here on in are the new, planned techniques to get 
more sales. There will be less and less pious statements on distribution, 
more challenging steps forward. 











Gordon J. Lawler 








You can really save—with 


i MiLtcoR 


one-order service 


on all these metal building products 





we 















s Miicor Rain 
Carrying Equipment 
Mitcor Lath and Milcor ventilators (stee! and ciuminum) 
accessories (steel and aluminum 
Roof L Rect \ Style K Gutter, Half-Round 
Metal Lath, Corner Beads, pans Ou ind i. og re Gutter, Mitres, Ends and 
Casing Beads, Access Doors, Louvers, Under: ave Lou- Drops, Gutter Hangers, 
Window Stools, Metal Base vers, Triangular Louvers, Round and Square Conduc- 
and Cove Moulds. Spinner Ventilators, Foun- tor Pipe, Conductor Elbows 
dation Grilles. and Hoo a. 








ilcor Basement 


Miicor Root and Miicor Masonry M 
siding Products Building Products and Utility Windows 
Roof Edging, Gravel Stops, Areawalls, Areawall Guards, E 
Ridge Roll, Roll Valley, Sid- Adjustable and Standar Basement Windows, E-Z 
ing Trim, Building Corners. Posts, Crawl Space Doors, Pour Units, Utility Win- 
Fireplace Dampers, Ash dows, Screens and Storm 
d Cleanout Doors. Sash, Window Bucks, Lintels. 


Dumps an 


tisfied customers — give better servic 


t branch for price lists. 


e at lower cost. 


Win more sa 
Write the neares 





tast Enjoy quicker 
simply — — turnover 
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NEW 


DEVELOPMENTS 





American Lumberman, October 26, 1959 


TYPHOON VERA PLUS REDUCED QUOTAS will have at least a temporary depressing effect 
on plywood imports from Japan. Vera hit mainly in the Nagoya area damag- 
ing some 80 plywood mills. About 10 million square feet were lost on the 
spot. Reduced production through October and November may run to 40 
million feet. 


Nagoya had produced about 60% of Japan's Lauan panels and 30% of the door- 
skins exported. Some panic buying of doorskins has been reported even though 
Nagoya has never played a decisive part in producing this item. 


Plywood quotas for Japanese doorskins for the period from October through 
December have been cut 50%. The Japan Plywood Manufacturers hope to add 
the reduction to the April-June, 1960 quota if U.S. market conditions 
improve. 


NAHB's LATEST RESEARCH HOUSE is being built in cooperation with Michigan State 
University, Residential Building Division, Department of Forest Products. 
Construction is to start November lst and many advanced uses of wood products 
are planned. 


LABOR DOMINATES HOUSE COSTS, according to the National Lumber Manufacturers. The 
cost of the typical house today is now divided 47% for materials and 53% 
for labor. This compares with 20 years ago when the ratio was 65% for 
material and 35% for labor. 


The proportion of total house cost represented by lumber has remained 
relatively stable at 15% for the last 20 years. Wider use of aluminum is 
feared, however, as the total amount of this metal per house continues to 
increasee Total aluminum used in residential building this year is expected 
to exceed 200 million pounds, up from 130 million pounds in 1958. 


Prefab manufacturers have a warm romance going with aluminum. . . probably 
20% of their houses erected this year will use the metal. National Homes 
expect one-third of their units will be aluminum construction. The big jump 
in use comes from the aluminum roofing and siding, plus guttering ond ducting. 
The so-called "Aluminum House" requires 1700 to 2500 pounds of this metal. 




















SOME MIDWEST DEALERS report that dry weather has about scuttled their chances for 
a profitable 1959. We have reports of many closings and consolidations, 
often long overdue to trim costs in farm areas. 


MULTIPLE HOUSING is being touted as a life-saver to offset 1960's expected decline 
in starts. While the demand for rental housing is growing stronger it is 
difficult to understand why they too will not be affected by higher 
interest rates. 


Escalator clauses in mortgages may be one answer. They've been tried for 
homes unsuccessfully, but might work on rental property where rents may be 
raised on short notice. 

This year 17% of the housing starts will be in the multiple dwelling category. 
The prediction for 1960 is 20% of the total home market. Dealers actively 
cultivating the multiple housing bracket are encouraged to write American 
Lumberman. We eSpecially are interested in cases where components — wall 
units and trusses have been modified for so-called "town-house" construction. 


THE SUPPLY OF MONEY, not the interest rate, will be the real problem next year. 
To repeat — in 1925 we built 937,000 homes with 6 = 8% interest, maturities 
of 3 = 10 years and down payments of 30 - 50% of the buying price. 


Housing then had to be sold, but competition for autos, televisions, vacation 
trips, extensive insurance programs and the like, hardly existed. In our 
so-called more sophisticated economy of today housing often seems out-gunned,. 
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you can be sure of this fact when you sell 


MASONITE 


@ ge 
siding products: Their beauty is not only in the way they look but 


the way they last, too. Under normal weathering and maintenance conditions, these 
tough, dense hardboard panels stay free of cracks, dents, splinters...they present a 
velvet-smooth surface excellent for painting. Your builder customers will appreciate, 
too, how these large panels nail up swiftly, eliminate wasteful cutting and mismatching. 


For your sales sake, talk about Masonite siding products to your prospects. Show them 
the beauty and utility of such famous siding materials as Shadowvent, Panelgroove, 
Ridgegroove, Ridgeline, Tempered Presdwood and popular Masonite lap siding. They 
can be used to achieve any number of effects, so wide is your choice of types and 
textures. And Masonite’s broad line helps your sales opportunities, too! 








...to inspect our complete line of siding products and 
many other beautiful hardboard panels at booth No. 
110, NRLDA Exposition, November 14-17, Cleve- 
land, Ohio. 

If you are unable to attend the NRLDA Exposition 

| but would like to know more about Masonite exterior 
products, ask your wholesaler or Masonite represent- 
ative for a free color folder. Or write Masonite Cor- 
poration, Dept. AL-1026, Box 777, Chicago 90, IIl. 


You'ne ae 
| 





| 

Masonite, Shadowvent, Panel 

groove, Ridgegroove, Ridgelir 

| and Tempered Presdwood are 
registered trade-marks of Masonite 

Corporation. 














A» 
MASONITE ah DS 
Lasting home beauty is achieved coRPOoOR ATION. 


here with Tempered Presdwood ®Masonite Corporation—manufacturer of quality panel product 
panels and batten strips. for building and industry 


October 26, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 96 on Handy Cover Card 





Litchfield ve a Brandywine 





See them at the 
YALE booth 
at the NRLDA Show 


in Cleveland. 


Medwood Venus Ceramic 
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ICE 


in Low-Priced 
Residential Locksets 


f-F ull range of finishes: Brass, bronze, alumi- 


num, chrome, ceramic f-Highest Security: 
Five-pin tumbler standard on entrance locksets 
f-all sized escutcheons: Great variety, in small, 
medium @ large decorative escutcheons further 
enhances entrance door beauty at lowest cost. 


Other complete lines of Builders Hardware, 
combination storm and screen door hardware 
for new and replacement sales, four qualities 
of sliding door hardware, cabinet hardware, 
and replacement casement window operators. 


The Yale & Towne Manufacturing Company, Lock and Hardware Division, White Plains, N. Y. 


YALE & TOWNE a 
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For more SEE-able features... 


©§ Quality Building Products 


MACKLANBURG.-DU: 


Up automatically 
to clear carpet 
easily when 


Packaged Seas dhaee, 


i: aie 2 ay / sets for 


doors 


M-D _Aémetl WEATHER STRIP 


Packaged sets for doors, In stainless steel or bronze. 
Complete packaged units mean easier handling for you 

. easier installation for customers. M-D Numetal 
door sets available with regular door bottoms or with 


ob 


M-D “a-GARD 
AUTOMATIC 
DOOR BOTTOMS 


For ALL doors. With silvery-satin or Down snugly 
Albras finish—will not rust or tar- against floor 
nish. Furnished in standard — gel ad 


—28”, 32”, 36", 42” and 48 door closes, 


M-D On-GARD 


COIL 
WEATHER STRIP 


All-metal weather strip in 
handy rolls, 8 widths in 
either stainless steel or 
bronze. Features built-in 
tension, embossed nail 
zone and hum-proof edge! 


m-D Jamb-Up 


DOOR WEATHER STRIP 
Extruded Aluminum & Durable Vinyl 


Perfect for wood or metal doors. Made of sturdy, ex- 
truded aluminum and tough, durable vinyl. Comes com- 
pletely packaged with necessary strip, nails, screws and 
instructions, Available with or without extruded alumi- 
num and viny! DV-1 Door Bottom. 


M-D Mc WAY 
WEATHER STRIP 


The “original” coil metal 
and wool felt weather strip. 
Fast-selling because it’s so 
easy to put on, Each in- 
dividual package contains 
one 18 ft. roll with nails 
and instructions. Packed 12 
cartons in free display. 


M-D CASEMENT 
WINDOW WEATHER STRIP 


Easy to install on steel or 
aluminum casements. Slips 
over window flange. Style 
No. 1 is used on head and 
lock side or swinging edge 
of metal casement windows. 
Style No, 2 is used on hinge 
side and the sill. 


M-D H-4 FOLD-BACK 
DOOR WEATHER STRIP 


Automatically spaces _ itself 
when properly placed 
against door stop. A 
smoothly-operating, econom- 
ical packaged set for all 
standard doors. Aluminum 
Or bronze—with any door 
bottom or threshold desired. 
Nails, screws and _ instruc- 
tions furnished in each set. 











BUILDERS 


MACKLANBURG DUNCAN CO. 








For more SELL-able features... 


for Doors and Windows 


M-D EXTRUDED THRESHOLDS 
AP-3 3/4 —America's 


most popular threshold with 
replaceable vinyl insert. 
Note vinyl calking strips 
under each leg, which may 
be removed if the use of 
Nu-Calk Calking Compound 
is preferred. Available in 
Alacrome or Anodized 
Albras. 


AP-1 1 8 above) Designed especially for thick 
pile rugs. Has vinyl calking under legs, as well as 
replaceable vinyl insert. Available in Alacrome or 
Anodized Albras, 


AP-1 58 —Threshold of sturdy, extruded aluminum 
with replaceable vinyl insert. Can be used on bottom 
of door or on top of wood threshold. Available in 
Alacrome or Anodized Albras. 


ms 
a = 
F i M-D DRIP CAPS 
F . } Prevents rain from draining or 
j blowing under door or wood case- 
ment windows. 
A Available in DCA Aluminum 
or DCA Albras. Holes punch- 
ed, nails furnished—comes in any 
length. 
B New, heavy duty extruded 
aluminum drip cap. Packed in 
individual poly tube. Available in 
natural Alacrome and in 3 perma- 
nent Anodized finishes. Standard 
lengths 32”, 36”, 42” and 48”. 


M-D CALKING 
COMPOUND 


Na: (ALK Speed Loads 


World's finest calking compound 
available in loads, with or without 
nozzle . . . hand squeeze tubes 
» +. Or VY pt. pt., qt., and gal. 
cans. Also 5-gal. and 55-gal. 
drums, gun or knife grade. 


M-D Na-Glaze 
GLAZING COMPOUND 


Always sets to rubber-like con- 
sistency. Clean, easy to handle. 
Use and recommend with complete 
confidence that it always “stays 
put.” Packed in % pt., pt., and qt. 
cans, 25 Ib., 50 Ib., 100 Ib. and 
880 Ib. drums. 


GLAZING 


Compound 








M-D DOOR BOTTOMS 


A M-D Numetal Door Bottom made of extra thick 
wool felt and heavy gauge stainless steel, brass 

or aluminum, Standard lengths—28”", 30”, 32”, 36”, 

42” and 48”. 

B M-D heavy duty extruded aluminum and felt door 
bottom in Alacrome or Anodized satin, bright or 

brass colors, in all standard lengths. 

Cc M-D extruded aluminum and vinyl door bottom— 
in natural Alacrome or Anodized Albras finish— 

in all standard lengths. 


NATIONALLY 
ADVERTISED 


eadin 


MACKLANBURG-DUNCAN CO. 


Manufacturers of Quality Building Products * Box 1197 * Oklahoma City 1, Okla. 
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D 
pret eee 


The report that’s slated 
to rock the industry! 
Shocking! Provocative! 





CAN 
You Take Ir? 


Do you know what your customers 





think of you? How their attitudes are 
affecting your $ales? 


Startling! 
Produced by LOOK Magazine—the 
nation-wide secret survey that takes dealers 
by surprise—the investigation run as an 
industry service, for the National 
Retail Lumber Dealer’s Convention. 


y We Dealer. i 
iN 
lc aM HAL 


TIME: 8:00 A. M. DATE: Monday, November 16, 1959. 


PLACE: Cleveland Room of the Sheraton Cleveland Hotel. 
EVENT: Dealer Management Meeting. BE SURE NOT TO MISS IT! 










ADVANCE BOOKINGS 


“Mr. Dealer—LOOK in the Mirror” 
Available for regional and sales 
meetings. Contact Jim Brehony, 


alow oli asielerclip4siemaalsiaerar-laleliciia 
Rj 6 : Be, gn nan ioc t Building Products Merchandising 


brochure already proven in the eee ORR 
Piteninite ees available for Manager, at his suite in the 
I] en aher Maiare! Channelind Sheraton Cleveland, or write to him, 
RCT Sneen es Aaron c/o LOOK Magazine, 488 Madison 


manufacturers’ information to Avenue, New York, New York. 
your customers, it helps build 
your yard’s prestige with 
your customers, helps 
you close sales! 





LOOK 


PROMOTIONS SELL PRODUCTS 
... NOT MAGAZINES 
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: NEW PRODUCTS 


COMBINATION 
OVAL STRAP 





A compact unit that can cut strapping costs 
as much as 50% is now available. Combi 
tion includes oval strapping tool, stationary dis- 
penser and oval steel strapping. Write: Deot. 
54, A. J. Gerrard, 1952 Hawthorne Avenue, 
Melrose Park, Illinois. 

Circle No. 102 on Handy Cover Card 











OVAL STEEL 
STRAPPING 


Saves you as much as 50 to 80% on strap- 
ping cost. Oval steel strapping gives you 3 
times more the lineal feet per pound with equal 
tensile strength to other types of strapping. 
Write: Dept. 78, A. J. Gerrard, 1952 Haw- 
thorne Avenue, Melrose Park, Illinois. 

Circle No. 103 on Handy Cover Card 





OVAL STRAPPING 
MACHINES 






Are available in several sizes and styles to 
meet practically every Industrial requirement. 
Write: Dept. 93, A. J. Gerrard, 1952 Haw- 
thorne Avenue, Melrose Park, Illinois. 

Circle No. 104 on Handy Cover Card 


STRAP AND WIRE 
CUTTER 


Dual purpose cutter—cuts oval strapping, 
up to %4” wide flat strap, as well as 14 
gauge and finer round wire. A valuable 
tool that quickly pays-for-itself in any re- 
ceiving or shipping department. Dept. 41, 
A. J. Gerrard, 1952 Hawthorne Avenue, 
Melrose Park, Illinois. 

Circle No. 105 on Handy Cover Card 
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Strapping 3-piece pallet 
packs of refrigeration com- 
pressors with A. J. Gerrard 
oval steel strapping. 


A. J. Gerrard yi 4 
Oval Steel Strapping gives you 


3 TIMES THE FOOTAGE PER POUND 


**A SUBSTANTIAL SAVINGS IN 
PACKAGING MATERIALS was 
realized through the adoption of A. J. 
Gerrard oval steel strapping. The rea- 
son: each 100 Ibs. of oval steel strap- 
ping delivers 3 times the lineal footage 
compared to other types of strapping,” 
states Tecumseh Products Company, 
Tecumseh, Michigan. 

ONE TOOL OPERATION! “One 
tool is all that’s needed to tension, 
twist and cut the strapping. It takes 
only about 2 minutes to strap an aver- FEATURES 
age pallet pack unit with oval strap- @ No woste feature, with two step 
ping. We’re able to package and strap gripper 
an average of 18,000 compressors a @ One machine operation to tension, 
day in pallet packs, ranging in size twist and cut 
from 1/12 to 5 hp.” 

THESE SAME BIG SAVINGS can 





CHECK THESE 


@ Strapping used directly from coil, 
minimizing waste 


@ No seals required, machine forms 








be yours. For details, use the reader ar ae 
service card or attach the coupon be- 
low to your letterhead. Fe 


FREE NEW CATALOG 





STRAPPING 
MATERIALS ————— 
| 
| 
| 
| 
| 
| 


A.J. GERRARD 


& COMPANY 


1952 Hawthorne Avenue © MELROSE PARK, ILLINOIS 


{_] Please send detailed information on oval steel strapping. 
[] Send free copy of handbook of Strapping and Material Handling products. 
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A type for every sheathing requirement... for every building budget! 


CELOTEX 


THE INDUSTRY'S MOST COMPLETE 
INSULATING SHEATHING LINE! 


New! For direct nailing of shingles! 





%" INSULATING SHEATHING 


Super nail-holding power for direct nailing of wood or 
asbestos shingles! e Exceeds FHA requirements for 
nailability! e Super-strong, rigid. Exceeds FHA re- 
quirements when applied vertically without corner 
bracing. Cuts cost! e Asphalt-treated integrally e BIG 
BOARD (4’ x 8’ or 9’; square edges) 











THRIFT LEADER! CELOTEX FINEST! CELOTEX 
1/2’ INSULATING SHEATHING | 25/32.' INSULATING SHEATHING 

@ Surpasses — sheathing materials in . ase “top quality construction 
insulating efficiency throughout” 

® Handles extra “easy,” with dependable ®@ Thickest, vere — value, 
strength, durability superior structural strengt 

* tap ne a 8 —_— coated) * eS i coated) 
or Asphalt-Impregna or Asphalt-Impregna 

® Big Board (4’ x 8’ or 9’; square edges). @ Big Board (4’ x 8’ or 9’; square edges). 
Center-Matched (2’ x 8’) Center-Matched (2’ x 8’) 


Plus...“Life-of-Building” Guarantee 


Your home-builder customers get this certificate to give every buyer. Indicates 
quality construction throughout . .. helps close more sales. Also, attractive folder 
with builder’s name imprinted, free. Ask your Celotex representative for samples. 


THE CELOTEX CORPORATION © CHICAGO 3, ILLINOIS 
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Your wholesaler of Celotex Building Products inventories 


these sheathings. Call him today! 
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1960 Building Outlook: 





New Home Starts May Dip, But Home 
Improvement Volume Will Increase 


New home building will be down from 1959, but still on top 
of many building years. Dealers expect a busy year, checkup 


shows. 


HOME BUILDING volume in 1960 will be 

down slightly from 1959’s expected total of 
1,350,000 units, but it still could be a top build- 
ing year. An upsurge in home improvement, re- 
modeling and repairs is expected to make up the 
difference. 

There is high confidence among retail lumber 
and building materials leaders in their own pros- 
pects for maintaining sales and profits at near- 
1959 levels. That’s the summary of dozens of 
interviews from coast to coast just completed by 
American Lumberman reporters. 

A tight mortgage money market is universally 
blamed for the cautious attitude about 1960 
new construction. Biggest volume drop is ex- 
pected in the lower priced home market where 
low down payment mortgages are government 
insured and guaranteed. 

The mortgage money problem may not be as 
tough as some expect, however, because the low- 
price home market currently makes up only 
30% of starts. Conventional mortgages, with 
interest rate flexibility, can more easily attract 
investors. 

In addition, signs appear to some industry 
leaders that by early spring the current severe 
mortgage money shortage may begin to ease. 
Financial analysts already report signs that the 
Federal Reserve System is taking steps to loosen 
the reins for all lendable funds. The “tightest 
day” for lendable funds may well have been 
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OUTLOOK 


Sept. 16th when 12 issues of U.S. Treasury 
Bonds sold at prices yielding investors 4.75% 
or more. At September’s end, only seven of these 
issues were priced that low. 

Money is no problem for home remodeling, 
of course, so most people agree that total dol- 
lars to be spent on home improvement will in- 
crease next year. 

It’s the remodeling outlook which makes 
dealers and manufacturers optimistic about 
their own business potential in 1960. Tract 
builders, who must depend so heavily upon ex- 
tra easy mortgages, are more alarmed about the 
possible skid in new home starts. 





Where We've Been—Where We’re Going 


The past nine months of 1959 have been one of the 
best home building periods in U. S. history. Each month 
since January the seasonally adjusted annual rate of 
private housing starts has been higher than the actual 
annual totai for any of the past four years, and the 12- 
month 1959 total may equal the all-time high for new 
home starts reached in 1950. 

If industry expectation is correct in its belief that next 
year will see a decline of 10%-15% in new home build- 
ing, 1960 still would be one of our top house building 
years, exceeded only by 1959, 1955 and 1950. It would 
equal 1958 and be far above 1956 and 1957. 

It is a poorly-kept secret that government housing 
officials consider 1,200,000 new units a year a desirable 
level now. This is based on estimates that about 900,000 
new families are formed each year and that some 300,- 
000 dwelling units are lost through urban renewal, high- 
way building, storms and other causes. 











rangements for next year.—Francis 
Hatcher, manager, R. L. Sweet Lum- 


A little less volume in 1960 here, 
but we don’t look for any drastic 











FOR 


1960... 


Retail Lumber Leaders See Opportunity Ahead 


PESSIMISTIC VIEW of 1960 

was given by Thomas L. Ruf- 
fin, president, Ruffin & Payne, Inc., 
Richmond, Va., a market where home 
building stopped almost cold early in 
the summer. 

“T think we'll see 1,040,000 new 
homes started next year,” he said. “In 
my own area I look for home building 
to be down about 15%-20%. We 
have very tight money here, plus an 
over-supply of houses. Houses started 
and completed months ago are still 
standing, unoccupied and unsold. It 
will be difficult to move ahead when 
demand for new houses is lagging 
badly.” 

Ruffin’s firm is looking for sales 
volume in two areas: home improve- 
ment and work outside the residential 
field. 

“We expect to furnish millwork on 
more schools, hospitals, and commer- 


cial buildings than previously,” he 
said. 

But on the west coast, Thomas J. 
Fox, president, John W. Fisher Lum- 
ber Co., Santa Monica, Calif., is 
more optimistic. He expects about 
1,300,000 new homes in 1960, same 
as this year. 

“This is because of continued busi- 
ness expansion, a high level of employ- 
ment and prosperity for nearly every 
line of business,” he told American 
Lumberman. 

“We may not be rolling until late 
spring because of lack of financing; 
however, population is soaring, caus- 
ing a home shortage. Even with inter- 
est rates higher we will have more 
starts in summer and fall so 1960 
will wind up as good or better than 
1959.” 

Fox plans aggressive merchandising 
in the home improvement field, “ed- 





Manufacturers See Encouragement .. . 


Manufacturers with a national out- 
look are not dismayed by what they 
see of 1960. 

“Generally, the outlook for home 
building next year is encouraging,” 
said C. J. Backstrand, president, 
Armstrong Cork Co. “The moderate 
decline in new home building should 
be offset to a considerable degree by 
continued growth in repair and mod- 
ernizing. There seems to be increas- 
ing homeowner interest in having pro- 
fessional installations of new build- 
ing materials, although do-it-yourself 
is still a powerful market force and 
will remain so.” 

Backstrand said he thought new 
home construction in 1960 would be 
off by 10%-15%. 

Monroe W. Pollack, vice-president, 
United States Plywood Corp., added 
a note of caution for “business as 
usual” men: “We think demand will 
continue high but competition on 
materials will increase,” he said. “To- 
tal housing starts in 1960 will be 
about 1,200,000.” 


A spokesman for National Gyp- 
sum Co. said that firm is looking for 
a drop of about 100,000 houses in 
1960, to bring the total next year to 
1,250,000 units. Increased work to 
gain home improvement sales _ is 
planned. 

Product demand. Here is the out- 
look for selected product lines: 

* Asphalt roofing—expected to re- 
main high because of heavy use for 
repair, remodeling. 

* Lumber and plywood—Slightly less 
demand in 1960 than this year, with 
prices below current levels because of 
production capacity. 

* Builders’ hardware—demand — ex- 
pected to be off some, but new hard- 
ware to fit new building components 
will take hold. 


* Paint—sales will rise over 1959 
record-high level. 
* Insulations—added impact of air 


conditioning will keep demand high, 
with more insulation per house. 

* Millwork—New components will 
make inroads. 





Speculative Builders Are Downhearted 


The speculative home builders of 
the United States don’t like the 1960 
outlook. 

“Home building in 1960 will be 
sharply curtailed because of rising 
mortgage interest rates and scarcity 
of lendable funds,” said Carl R. Mit- 
nick, New Jersey home builder who 
is president of the National Associa- 
tion of Home Builders. 

“It’s going to be terrible without 
special assistance for low cost hous- 
ing,” said Paul R. Bickford, low cost 


project builder at Hampton, Va. 
“Around here home building will be 
down 50%.” 

And at Tacoma, Wash., Herman 
Sarkowsky, project builder, told 
American Lumberman, “The tight 
money market will result in a de- 
pressed housing market of major pro- 
portions; excessive discounts for mort- 
gage money will drive many builders 
out of the market.” 

Nationally, Sarkowsky looks for 1,- 
200,000 new homes to be built. 
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ucating owners of older homes to 
remodel”, he said. 

In a more conservative vein, P. J. 
Goodnight, president, Buell & Co., 
Dallas, Tex., looks for 1,100,000 new 
homes in 1960. 

“There is yet a need for homes,” 
Goodnight pointed out. “But this need 
is mainly in the low priced field 
where tighter credit restrictions and 
difficulty in obtaining mortgage mon- 
ey will slow demand. 

“For ourselves, we plan greater 
participation in home improvement 
and in work outside the home building 
field, especially more industrial sales.” 
he added. Goodnight said he felt the 
peak in apartment building has been 
reached during 1959, suggesting this 
will not boost dwélling unit totals next 
year. 

In the northwest plains, Wayne K. 
Mills, Mills Lumber Co., Grand Ra- 
pids, Minn., told American Lumber- 
man, “1960 should be a good year 
for home building; first, because the 
end of the steel strike should stimulate 
building, plus a move away from 
public housing will help. Next year 
should have a sound and stable econ- 
omy with high employment; tight 
money in some areas will hold build- 
ing back.” 

He looks for 1,200,000 housing 
units in 1960, the level most dealers 
expect. 

In Mills’ own area he expects to 
see housing starts up some 25% over 
this year. As one sales-building ven- 
ture, he proposes more intensified 
effort in vacation home promotion. 

Must help with money sources. 
“There is a growing realization by 
dealers interested mainly in new con- 
struction that they must either be able 
to assist with interim financing them- 
selves, or be able to advise their 
builder customers on procedures,” 
commented Ross Kincaid, managing 
director, Western Retail Lumbermen’s 
Association, Seattle. “This requires a 
good knowledge of financing sources 
in their regions. Certainly, shortages 
of financing and increasing interest 
rates will not allow all those wishing 
to build to do so. In our area there is 
tight credit in some cities, but plenty 
of financing in others; there is no 
clear-cut pattern.” 

Speaking from another western 
area, Robert J. Lawrence, manager, 
Montana Retail Lumbermen’s Associa- 
tion, Helena, looks for a 10% boost 
in housing starts in that state. There's 
new industry there, better money 
conditions are expected, and popula- 
tion continues to rise. 

“About the same as 1959,” com- 
mented Don Moe, secretary-manager, 
Michigan Retail Lumber Dealers As- 
sociation, Lansing. “From my point of 
view I see no radical change from 
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1959, with aggressive, promotion- 
minded dealers being able to obtain 
profitable volume. 

“The slowly-learned lesson of ‘buy- 
ing business’ purely on a price basis 
is beginning to take greater hold. I 
see some increase next year in dealers 
capitalizing on their being service 
establishments.” 

Home improvement opportunity. 
From two areas the opportunities in 
home improvement sales were high- 
lighted: Nebraska and Mississippi. 

“I have discussed this with dealers, 
particularly in Omaha and Lincoln, 
and I get the same answer: the past 
30 days has seen the money market 
tighten severely. Their comment is 
that unless funds are available there 
will be a decided curtailment in hous- 
ing starts in 1960,” reported Phil 
Runion, secretary, Nebraska Lumber 
Merchants Association. “This leads to 
dealers turning to home improvement 
where funds have not yet been re- 
stricted. Most investors are very eager 
to buy home improvement loan notes.” 

E. B. Lemmons, secretary-treasurer, 
Mississippi Retail Lumber Dealers 
Association, agreed. 

“{ think remodeling and repair 
business under Title I will go a long 
ways to overcome any marked de- 
crease in new home construction if 
the dealers will go out aggressively 
after this business.” 

Lemmons said he felt the boost in 
FHA interest rates will do little to 
loosen first mortgage financing. 


Capsule Reports From Dealers 
We're planning more outside selling, 
are doubling showroom space with 
about 1,500 square feet for displays. 
This, along with our revolving credit 
program should get us a much better 
share of home improvement business. 
—Sid Morrison, vice president, Don 
Cameron Lumber Co., Dallas, Tex. 


Contractors here still have unsold 
houses, but we're planning to stress 
home improvement sales to offset this, 
at least partially —S. A. Lewis, own- 
er, Lewis Lumber Co., Dallas, Tex. 


Home building prospects in our 
neighborhood will go considerably 
better than in other parts of the Kan- 
sas City metropolitan area. There will 
be more low priced houses built by 
our contractor-customers next year 
than this year.—S. A. Tyron, manager, 
North Town Lumber Co., North Kan- 
sas City, Mo. 


We have already noted that con- 
tractors are talking about cutting back 
on starts for spring 1960, and we 
expect to do less volume with them. 
We feel the situation will improve as 
time goes on, for it is still quite a 
while until the first of the year. In 
fact, some of our contractors already 
have completed their financing §ar- 
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rangements for next year.—Francis 
Hatcher, manager, R. L. Sweet Lum- 
ber Co., Kansas City, Kan. 

We consider the home building vol- 
ume prospects for 1960 are just fair. 
The way I feel now I estimate we will 
do 60%-70% of what we did this 
year. We know competition in our 
market will continue but it is too 
early to say what we'll do.—Robert 
L. Dierks, manager, Dierks & Sons 
Lumber Co., Kansas City, Mo. 


In view of this past year, which 
was more or less a record home build- 
ing year, I’d say next year could be 
even better—C. R. Dale, manager, 
Trans-Western Lumber Co., Lubbock, 
Tex. 

It looks like a good year for cotton 
here; people are in shape financially 
to build more than they have been in 
recent months.—Lloyd Hendrix, part- 
ner, L. L. Hendrix Lumber Co., 
Lubbock, Tex. 


A little less volume in 1960 here, 
but we don’t look for any drastic 
drop. We're feeling tight money to 
some degree, but there’s still enough 
demand for homes to keep business 
at a good level for a good while. We 
have a good year’s work planned.— 
John Williams, president, Williams 
Bros. Lumber Co., Atlanta, Ga. 

As far as we can see, there is no 
indication of a let-up. We have lots of 
stuff in our area ready to build. We 
think our 1960 volume will be the 
same as 1959.—M. H. Tatum, owner, 
Tatum Lumber Co., Smyrna, Ga. 

1960 certainly should be as good as 
*59. We expect to stay in the “big 
field” of home improvement and to 
work on getting more remodel jobs.— 
Leonard Bjorklund, general manager, 
Pockrandt Lumber Co., Minneapolis, 
Minn. 

It’s the same old story every fall: 
this time of year builders claim the 

(continued on page 24) 








INTEREST AS A SLICE OF THE FAMILYS' HOUSING DOLLAR WHEN 
BUYING 


at a 53% mortgage rate 


RENTING 


at ao 6% mortgage rote 


ata 65% mortgage rate 





OWNING 








Chort by First Federal Savings & loan Association, Chicago 


What Current Interest Rates 
Mean to Homeowners 


VERY OCCUPANT of a house 

pays an interest cost, whether he 
rents, is buying or owns his home free 
of debt, says Morton Bodfish, chair- 
man, First Federal Savings and Loan 
Association, Chicago. The rent in- 
cludes interest on the entire house 
cost; a home buyer’s mortgage pay- 
ment includes the interest on the 
money someone else invested in it. On 
a debt-free home the interest cost 
amounts to the earnings the owner 
foregoes on his original down pay- 
ment. The charts above show these 


interest costs over 20 years, assum- 
ing current interest rates. The hous- 
ing dollar includes taxes, insurance, 
utilities, home operation and trans- 
portation costs in a typical family’s 
housing budget. 

“We think the very fact that mort- 
gage money is getting dearer should 
actually encourage families who want 
to save to forego other purchases all 
the more to profit from the extra re- 
turn inherent in home ownership,” 
Bodfish said. 
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PICK UP EXTRA SALES AND PROFITS 
WITH FAST-SELLING Con-Facr° 
SELF-ADHESIVE DECORATIVE PLASTICS 


BS 


See us at 
the NRLDA show 
booth No. 128 








Triple sales and triple profits with three fast- 
selling lines of Lan-Tacr’ self-adhesive plastics 


Sc culpture 
n-Tact 


the ORIGINAL self-adhesive plastic gives 3-DIMENSIONAL, self-adhesive, washable your customers asked for it and here it is: 
a brand new, beautiful, washable, surface wall panels satisfy the increasing con- rugged, heavy duty, self-adhesive vinyl to 
in minutes. Stock and sell dozens of sumer demand for “that textured” look. last for years. 36” width covers most sur- 
smartly styled designs! DISPLAY . .. and you are bound to sell! faces with seamless beauty. Washable, 

10 stunning 3-D QQ¢ i per panel stain-and-alcohol re- $498 fa per 


(18” : 241") sistant Con-Tact Top as yard 


comes in 10 patterns. 


- ¢ Y%. : : 
eo 49 18” wide decorator designs. 
\ ae RETAIL 


For information on display racks and sales aids contact COHN-HALL-MARX CO., 40 WEST 40thSTREET, N. Y. C., DEPARTMENT AL 
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community is over-built and that they 
will hold back next year. But as soon 
as a development opens up, they are 
all in there, building as fast as possible. 
—Ray Fortmiller, J. W. Metz Lum- 
ber Co., Denver, Colo. 


We are very optimistic. We think 
that with the increased number of 
Hilco home builders and with the 
enlarging area of our operations, our 
business must increase. We will enable 
contractors to offer quality housing at 
lower costs than they could before in 
our pre-cut homes.—Jerome Drucker, 
Hilco Lumber Co., Philadelphia, 
Penna. 


Our renovation business should be 
better than ever next year. We feel 
higher prices help our do-it-yourself 
business. The majority of our cus- 
tomers are homeowners, not contrac- 
tors, and they’ve got the savings to do 
the jobs they want.—Joe Linden, 
treasurer, Hawthorne Lumber Co., 
Hawthorne, N. Y. 


I think things will get in shape for 
a good spring.—L. W. Johnson, presi- 
dent, Johnson Cashway Lumber Co., 
Omaha, Neb. 


If money is available, our plans 
here are based on 1960 home building 
being about at the same level as this 
year.—Howard E. Underwood, man- 
ager, Diamond Gardner Corp., Con- 
cord, Calif. 


More and more of our contractors 
are going to conventional loans for 
their new homes financing. They ex- 
pect to build on contract in high 
volume next year, working only on 
firm commitments. We expect little 
speculative building —R. J. Gehring, 
Service Lumber Co., Sausalito, Calif. 


We look for a slight increase next 
year from our present customers. 
There appear to be more “sweat 
equity” builders in the market today. 
Our contractor-customers are looking 
for a good first quarter, although 
their views are tempered with caution. 
We are going to concentrate on do-it- 
yourself to maintain our profits in 
1960—Howard Vahlsing, office man- 
ager, Bennett Lumber Co., Covington, 
Ky. 


Our builder-customers all believe 
next year’s market will be active. An 
indication of this is that builders are 
buying more acreage and are operat- 
ing on a larger scale than in past 
years.—Henry Andres, secretary, An- 
dres Supply Co., Cincinnati, Ohio. 


Most of our contractor-customers 
tell us their 1960 programs will equal 
this year’s output. However, the money 
market must be considered.—Frank 
Ruprecht, J. B. Doppes & Sons Lum- 
ber Co., Cincinnati, Ohio. 
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New Jersey Dealers Form Mortgage Co. 


NEWARK, N.J.—Members of the 
New Jersey Lumbermen’s Association 
have formed a mortgage company 
which is beginning operations on a 
substantial scale shortly. The new firm 
is called the Lumbermen’s Mortgage 
Corp., with headquarters in Newark. 

Manager of the new facility is Sam- 
uel Farb, formerly assistant vice-presi- 
dent and comptroller of the Nutley 
Title & Mortgage Co. Farb is a mem- 
ber of the board of governors of the 
Mortgage Bankers Association of New 
Jersey. 

The new company was incorporated 
during the past summer, with $300,000 
of paid-in capital. This capital is made 
up of $50,000 in common stock 
owned by the New Jersey Lumber- 
men’s Association, plus $250,000 
which was divided into $1,200 sub- 
scription units. Each subscription unit 
is composed of one $200 preferred 
stock certificate at 6% cumulative 
interest plus a $1,000 20-year deben- 
ture bond at 6%. 

Officers of the new corporation are 
Paul W. Cadwallader, Woolsey & 
Cadwallader, Pennington, N. J., 
president; Frank F. Blaisdell, F. F. 
Blaisdell, Inc., Red Bank, N. J., vice 
president; Adolph W. Jaeger, Jaeger 
Lumber & Supply Co., Union, N. J.; 
treasurer; and Hugh O. Tompkins, 
managing director of the New Jersey 
Lumbermen’s Association, secretary. 

Tompkins said the corporation has 


HEADING NEW DEALER MORTGAGE 
FIRM is Paul Cadwallader, left above, 
Pennington, N. J. lumberman. New 
Jersey Lumbermen's Association manag- 
ing director Hugh O. Tompkins, right 
above, is secretary of the company. 


filed application for certification as a 
mortgage lender with FHA and VA. 

“We will deal in both Title I and 
Title Ii mortgages,” Tompkins said. 
“Mortgage applications will be ac- 
cepted only from members of our 
association, with priority going to 
stockholders when money is tight. 
The purpose of this is to try to help 
the dealer retain control of his sale 
rather than lose it to competitors when 
outside mortgage money is obtained. 
It also is a tool we hope to use to 
compete with the prefab business 
which is now making quite some in- 
roads in New Jersey. 
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Treated Wood Used for Lumber Shed 


Mapison, Wis.—The first wood 
frame industrial building in this city 
with more than 10,000 sq. ft. of floor 
area has been built by the J. J. Fitz- 
patrick Lumber Co. 

The 64’ x 204’ lumber warehouse 
uses 44 Southern Yellow Pine poles 
which support beams and roof trusses 
of fire-retardant Douglas Fir. The 
roof and outside walls are covered 
with corrugated, galvanized steel, with 
plastic roof panels to admit light. 

Roof trusses with a 64’ span were 
bolted together on the ground and 
lifted into place with a crane, giving 


the warehouse a clearance of 16 feet 
without interior support. A 24’ center 
aisle with sliding doors permit fork 
lift trucks to move lumber directly 
from railroad cars into storage and 
from storage directly to the firm’s 
fleet of trucks, thus speeding handling 
and delivery service. 

Fitzpatrick is considering building a 
plant to treat lumber with preserva- 
tives and fire-retardant chemicals. The 
treated lumber would be sold for use 
in warehouse and other structures 
where treated wood meets code re- 
quirements. 
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Quality Construction Tied 
to Wider Use of Components 


“Most builders could absorb all the 
added cost of quality without raising 
their prices if they would adopt more 
of the new ways to build for less,” 
according to H. Dorn Stewart, presi- 
dent, Allied Chemicals, Barrett Divi- 
sion. 

Stewart, also president of the Pro- 
ducers’ Council, Inc., made the prin- 
cipal address at the group’s 38th an- 
nual convention this month at St. 
Louis. He added: 

“The cost of field labor has been 
estimated at nine cents per minute. 
At this rate, most builders would save 
enough by employing trusses, modu- 
lar wall panels and coordinated win- 
dows to use only quality products.” 

“Too many building products man- 
ufacturers,” Stewart commented, “ac- 
tually discourage quality by quoting 
proportionately more favorable prices 
on their better grades. Most would do 
better to stick with a quality grade 
and price it accordingly.” 

Turning to distribution, Stewart 
said that manufacturers and distribu- 
tors should take “honest stock” of cur- 
rent distribution practices and ques- 
tion their efficiency. 

“All of us realize that physical pro- 
ductivity has been developed to a 
point where we can produce more 
than we can sell,” Stewart repeated. 
“In the light of this, manufacturers 
are asking this question: has efficien- 
cy in marketing and distribution kept 
pace with production efficiency?” 

Home promotion. First details of a 
new group comprising all segments of 
the industry to encourage wider home 
ownership was discussed by S. W. An- 
toville, chairman of the board, U.S. 
Plywood Corp. He said that execu- 
tives of building material firms are 
forming a committee which will act 
as representatives for their industry, in 
the same way that the National As- 


sociation of Home Builders and the 
National Association of Mutual Sav- 
ings Banks represent their groups. But 
rather than set up a new and separate 
organization, he remarked, the com- 
mittee proposes to work with, and 
out of the offices of, the Producers’ 
Council. Tentative name of the new 
group will be the Housing Industry 
Council. 

The report on distribution trend 
prepared by Drs. Reavis Cox and 
Charles Goodman, economists from 


’ the Wharton School of Commerce, 


is discussed on the editorial page of 
this issue. The Council must now de- 
cide whether to spend $75,000 over a 
three year period to continue the stu- 
dy and come up with some answers of 
benefit to the industry as a whole. 

The convention concluded with 
election of officers. Re-elected for a 
second one year term were: H. Dorn 
Stewart, president, Barrett Division, 
Allied chemical Corp.; Elmer A. 
Lundberg, ist vice president, Pitts- 
burgh Glass Co.; Henry E. North, 
Jr., 2nd vice president; Arcadia Me- 
tal Products; T. D. Wakefield, secre- 
tary, The Wakefield Co.; and H. L. 
Cramer, treasurer, Westinghouse Elec- 
tric Corp. 

Re-elected for a two-year term were 
directors; Robert W. Lear, American 
Radiator and Standard Sanitary Corp.; 
Douglas Whitlock, Structural Clay 
Products Institute; Daniel J. Boone, 
Zonolite Co.; J. Bryer Duff, Sargent 
and Co., Marvin Greenwood, The 
Celotex Corp.; F. B. Peckham, U. S. 
Plywood Corp.; D. A. Rothrock, 
Rohm & Haas Co. and Max Schoetz, 
Aluminum Co. of America. 

New to the board of directors this 
year and elected for a two year term 
were: George Martens, Johns-Manville 
Sales Corp. and J. O. Heppes, U. S. 
Ceramic Tile Co. 





Where To Find Salesmen Is Big Problem 


rovide $50 per month 
over an employe’s base pay. 

One Ohio dealer said he couldn't 
justify paying a beginning man more 


The toughest problem facing the 
retail lumber industry is where to get 
competent sales personnel for con- 
sumer selling, according to Indiana 
and Ohio dealers interviewed recently 
by American Lumberman. This is 
seen as more vital than competition 
from cash-and-carry or prefabs. Deal- 
ers have no fear for their ability to 
train these salesmen once they are 
hired. 

A supplementary problem is sales- 
men’s compensation. Once a man is 
hired and trained, he can make good 
money, most dealers said.“ Combined 
salary, commissions and _ bonuses 
talked of by a few dealers may run up 
to $12,000 per year and even more, 
but many dealers feel they are being 
very generous if their sales compensa- 


tion plans 


than $80 per week, with longevity 
pay bringing a man gradually up to 
$100 per week. Many dealers feel a 
newcomer should start in the ware- 
house and yard, work up gradually in 
experience and income. 

“Graduates of our four-year college 
courses feel they are worth more than 
this,” says an Ohio dealer. “They don’t 
want to start in the warehouse and 
work up. 

“It’s my observation most of the 
best men in our industry have a high 
school education and then went to 
work in the yard. This, plus native 
intelligence and energy, have put them 
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where they are today. 

“Other industries seem to be abie 
to afford college graduates trained for 
management responsibilities; I don’t 
see how we can pay for them,” he ob- 
served. 

One dealer told of trying to hire a 
building products manufacturer’s sales 
representative who impressed him 
with his ability. 

“This man had far more fringe 
benefits in his deal than I could offer,” 
the dealer said. “In addition, he had a 
definite path of advancement marked 
out for him and of which he was 
aware. He told me he just couldn’t 
afford to consider leaving his present 
employer for the opportunities I have 
to offer.” 


Permanent Enamel Finish 
For Aluminum Windows 


GARDEN. Cliry, N. Y.—General 
Bronze Corp. here has introduced 
aluminum windows with a permanent 
enamel finish, using a technique de- 
veloped by the Aluminum Corpora- 
tion of America. 

First use of the windows will be in 
the 1960 models of prefabs made by 
National Homes, Lafayette, Ind. 

The frames are styled in white 
"gee Lucite, a baked acrylic enam- 
el. 


California Dealers Settle Strike 


Lumber dealers in Riverside and 
San Bernardino counties in southern 
California have settled a three-week 
strike against them by the Carpenters 
& Millmen’s and the Teamsters Gen- 
eral Truck Drivers unions. 

The new contract calls for a 15- 
cent wage increase in each of the 
next three years, provides longer vaca- 
tions, adds the day after Thanksgiving 
as another paid holiday, plus other 
benefits. Wage provisions of the con- 
tract are not subject to re-opening for 
any reason for the next three years. 


BACK TO NATURE IN COMFORT— 
Here's a “view box"’ for those who like 
everything about a tent in the woods ex- 
cept the tent. It's a 16-foot-square struc- 
ture, 8 feet high and can be carried in 
sections to the site, it is said, by a mother 
and her six-year-old. It can be com- 
pletely closed. Designed for Aluminum 
Company of America’s Forecast Collec- 
tion of aluminum ideas. 
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ORNAMENTAL METAL Products for the Home 








Sell the Most Complete Line of Railings on the Market 
WROUGHT IRON—ALUMINUM—GALVANIZED 


@ Year Round Sales 
®@ High Mark-ups 
® Free Sales Aids 


Visit Booth No. 308 
NRLDA Exposition 


ELITE 


S FABRICATORS 
BEL AIR. MARYLAND 


© No Inventory-Space Problems 
@ For ‘'Do-It-Yourself’’ Trade or Your Own Installation 
@ Adjustable! For Level or Stair Installations 


TO: ELITE FABRICATORS 


Dept. 7E 
Bel Air, Maryland 


Gentlemen: Please send me the soles story 
on ‘‘Adjusto-Ease,"’ Decorative tron and 
““Homecraft'’ Aluminum Rail. 

Nome 


Address 


City . ..Zone ...State 
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Dealers’ Earnings on Sales 
3.07% in '58; Down from '57 


The average U. S. lumber dealer 
earned 3.07% on sales in 1958. This 
figure is obtained by averaging the net 
profit figures of the 17 retail lumber as- 
sociations, which make public the re- 
sults of their cost-of-doing-business 
surveys. Seven of the 17 associations 
reported an increase in net profit of 
their members participating in the sur- 
vey; the rest reported a decline below 
the net profit reported for the year 
previous. 

The year 1958 was not quite as 
good a year for the average U. S. lum- 
ber dealer as was 1957. In that year 
he earned 3.17%, according to the con- 
solidated surveys. All other main items 
of doing business were also downward. 

The state and regional retail lum- 
ber associations reporting an increase 
in net profit for 1958 over 1957 in- 
cluded Intermountain Lumber Dealers 
Association, Mountain States Lumber 
Dealers Association, Nebraska Lumber 
Merchants Association, Northwestern 
Lumbermen’s Association, Southwest- 
ern Lumbermen’s Association, Tennes- 
see Building Material Association and 
the lineyards reporting to the Lumber- 
men’s Association of Texas. 

Top ranking net profit on sales be- 
fore taxes in 1958 was earned by Texas 
lineyards; they reported 7.1% net on 
sales, 


Typical Dealer Performance 


Composite averages, using the re- 
ports of 17 association, including large, 
medium and small dealers in all types 


of market areas. 
1958 1957 


Net sales Yo... .100% 
Gross profit on sales .25.85% . .26.01% 
Operating expenses .. .23.58% . .23.67% 
Executive salaries .....3.59%.. .3.69% 
Operating profit ......2.28%...2.43% 
Net profit on sales before 

income taxes .......3.07%...3.17% 


Fullaway Will Retire 


S. V. (Van) Fullaway, Jr., secretary- 
manager of Western Pine Association 
since 1929, will retire at the end of 
this year. Since he began work with 
the organization, it has grown from a 
membership of 70 companies to one 
with a membership of ‘almost 350. The 
budget has jumped from $100,000 to 
over $2 million. The association has 
made him a life member of the board 
of directors. 


National Gypsum Plans 
for Plastic Products 


BUFFALO, N. Y.—A $40,000 ad- 
dition to its Town of Tonawanda 
Research Center will be built by 
National Gypsum Co. for development, 
testing and limited manufacture of 
plastic building materials. 

This will be a new field for National, 
which now makes gypsum, cement, 
lime, asbestos, insulation board, paint, 
metal lath, rock wool and ceramic tile 
products. 
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WHERE 


40% 


MANUFACTURERS 
CUSTOM CHEMICAL 
Leley Wal, [ed 


257% 


PAINTING AND 
DECORATING 
CONTRACTORS 


Hidden Power"—National Paint, Varnish and Lacquer Association, Inc. 


PAINT SALES 


15% 


GENERAL 
PUBLIC 


20% 


COMMERCIAL 
CONCERNS & 


PUBLIC AGENCIES 


You can cover 100% of the market 
with Acme Quality Paints! 


Why limit your profits by selling 
to only part of the paint market? 
Sell the entire market with this 
line of Acme Quality Paints... 


Manufacturers— 
Custom Chemical 
Coatings 


Acme Industrial Products « Acme 
Industrial Maintenance Products 


Painting and Decorating 
Contractors 


Acme Trade Sales Products* Acme 
Fashion-Right Color Service and 
Colorometer «+ Kem Products « 
Dexall Products « Acme Custom- 
Made Painter Maintenance Line 
« Acme Industrial Maintenance 
Products « Acme Alkyd Latex 
Paint 


Commercial Concerns 
and Public Agencies 


Acme Trade Sales Products « 
Acme Fashion-Right Color Serv- 
ice and Colorometer « Kem Prod- 
ucts « Dexall Products « Acme 
Industrial Maintenance « Acme 
Custom-Made Painter Mainte- 
nance Line « Acme Alkyd Latex 
Paint+ U.S. Specification Products 


General Public 


Acme Trade Sales Products « 
Acme Fashion-Right Color Serv- 
ice and Colorometer *« Kem 
Products « Dexall Products 


Get your full share of paint profits 

. sell to 100%. of the market 
with Acme’s complete line of 
quality paints. Write for more 
information about any of these 
products. 
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Visit Booth 1005 NRLDA Building Products 
Exposition Nov. 14-17, Cleveland, Ohio 


ACME QUALITY PAINTS, INC. 
Detroit, Mich. * Garland, Texas * Burbank, Calif. 


Custom-Made Products for 
Home—Contractor —Industry 
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DISTRIBUTOR ADVISORY MEETING spon- 
sored by Curtis Companies, Clinton, la., 


where new sales training program was 
announced by the millwork firm. 


Curtis Distributors Get Sales Help 


CLINTON, IA.—An intensive train- 
ing program for distributor salesmen 
has been announced by Curtis Com- 
panies, Inc., maker of windows, doors 
and cabinets. 

Curtis will conduct an annual five- 
day training school at Clinton, with 
three days devoted to product and 
two days to salesmanship. The man- 
ufacturer will also conduct training 
classes at distributors’ warehouses and 
will publish a manual for field use 
by Curtis salesmen for training dis- 
tributor salesmen on the job. 

The program was announced at the 
first meeting of the Curtis Distributor 
Advisory Panel. 

New Curtis service policies, sales- 
control programs and sales forecast- 
ing and a new warehouse-layout man- 
ual were also discussed at the manu- 
facturer-distributor meeting here. 

Distributors were told that they 
must put more time, money and ef- 
fort into sales management. 

There is a great need for better 


dealer displays, the distributors and 
the manufacturer agreed. Steps will 
be taken to bring more in-store mer- 
chandising aids to Curtis dealers, it 
was announced. 

Distributor members of the Curtis 
Advisory panel are: 

Curtis panel members are: 


Thomas Gamble, Hallack & Howard Lum- 
ber Co., Denver, Colo. 

Ivan K. Hoyt, A. W. Hastings & Co., Som- 
erville, Mass. 

Don Knecht, Building Material Distribu- 
tors, nage y, & 2 

John . Zuber, Zuber Lumber Co., At- 
lanta, Ga. 

Ralph A. Pauley, Dayton-Akron Sash & 
Door Co., Akron, oO. 

C. E. Norcross, Midland Building Indus- 
tries, Inc., Lge 

Harry C. Smith, director of marketing. 

Frank B. Kreider, vice-president, sales. 

Ivan H. Ramsey, director of sales. 

Lyle L. Sodeman, director of product de- 
velopment. 


The discussion of warehouse costs 
brought agreement that distributors’ 
inventory material per square foot 
ranged from $5 to $7 of inventory 
per square foot of warehouse space. 





Bank Credit Plan for Retail Customers 
Get Mixed Reaction from Lumbermen 


MINNEAPOLIS—Is it a good idea to 
hand over consumer credit problems 
(and interest earnings) to bankers? 

That’s been a big question among 
retail lumber dealers here since last 
May, when two Minneapolis banks 
launched credit-card plans. 

The bank credit idea here is sim- 
ilar to other bank plans which have 
been in use for several years else- 
where, such as New Jersey. Cards 
are issued to bank customers. They 
can be used in local stores which 
sign up for this purpose. The retailer 
honoring the cards pays 3% to 6% 
to the bank for handling the credit. 
The consumer pays his bills to the 


28 


bank in full each month at no charge 
—or else he extends his credit at 1% 
interest on the unpaid balance. 

More than two dozen lumber deal- 
ers have signed up for one or the 
other bank plan. But the dealers re- 
port varying success with the card sys- 
tem. 

At Suburban Lumber Co., both 
bank plans are in operation. “This 
credit setup brings in new business,” 
a spokesman said. “We'll have 8 to 
10 credit card sales a week.” 

At Suburban Lumber, up to $80 
has been charged with the credit 
card, but most sales are under $25. 
Officials said that some people have 


come in for the bank credit card but 
on second thought have taken the 
yard’s regular charge account instead. 

South Side Lumber also has both 
bank plans and reports “regular 
charges on both plans.” Eugene Day, 
treasurer, states that the average sale 
runs close to $30 and they will ring 
up one or two credit card sales each 
week. 

Several outlets have expressed some 
weekly disappointment with the credit 
plans although they still hope “credit 
card business will pick up.” 

Peks Inc. reported that the plan 
is “not working for us.” Officials said 
FHA Title I is much more satisfac- 
tory for them. At Federal Lumber 
and Wrecking Co., officials call the 
plan “somewhat of a nuisance” al- 
though business has been picking up 
on the credit cards and the potential 
is “good.” 

Clarence Scherer, owner of Scher- 
er Bros, Lumber Co. said the plan is 
“a little slow.” 

“We've had a few credit card 
sales,” he states. “But there haven’t 
been too many of them. In time, 
perhaps, this plan will get into gear.” 

Spring Lake Park Lumber Co., a 
suburban outlet, is not actively pro- 
moting the plan and doesn’t refer to 
it unless asked about it or comes in 
with a credit card. Like most of the 
other dealers. Spring Lake Park Lum- 
ber has a regular charge account 
plan, apart from the bank credit plan. 

George De Long of De Long Lum- 
ber Co. expects the plan to grow 
with use but has been surprised at 
the lack of interest so far. 

“We haven’t had 20 charges since 
May when we put in the plan,” he 
states. “I'd say that we -have less 
than six credit card sales a week 
and we do a heavy ‘do it yourself’ 
business too.” 

At Southtown Building Materials 
Super Mart—another outlet that spe- 
cializes in “do it yourself” trade—of- 
ficials are optimistic. Art Larson, 
manager, reports increased business. 

“We have about a dozen credit 
card sales a week,” he states. “It is 
hard to say about new business but 
overall the credit card activity seems 
to be picking up. The orders are not 
necessarily larger but there seems to 
be more of them.” 

At the N. C. Bennett Lumber Co., 
credit card business seems to go “in 
spurts” according to company offi- 
cials. They reported 20 sales since 
June with a total of $591 brought in 
by the credit cards. 

The credit financing plan is ad- 
vertised through the city newspapers 
and through direct mail by the banks. 
Participating yards carry an emblem 
on the door and a counter rack dis- 
plays literature that the buyer can 
use for requesting a personal credit 
card. The First National and North- 
western Banks have signed up several 
hundred retail firms so far and ad- 
ditional building supply dealers are 
expected to join as time goes on. 
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* With (3) Round Steel Strapping, 


we save 3 man-hours a day and 
*50 a week in re-packaging costs” 


USS Round Steel Strapping saves money in two ways for the Adams Lumber 
and Supply Company of Detroit, Michigan. According to Mr. Stanley 
Kamieniecki, Yard Superintendent: ‘‘With 10-gauge USS Steel Strapping and 
the Model G machine, we put two straps around a 7-ton load of lumber, 
sheathing and plywood in five minutes. It used to take more than ten minutes. 
In 15 loads a day, we save 3 man-hours. That speeds delivery and puts out 
more loads every day.” 

Mr. Kamieniecki has another reason for liking USS Round Steel Strapping. 
‘‘With our previous strapping, five or six loads a week would break the bind- 
ing when they were dumped. That meant an extra $10 to reload the stack 
each time. In the year we have used USS Steel Strapping, not one load broke 
apart when it was dumped.”’ 

Why don’t you start your company on the road to lower lumber handling 
costs with USS Steel Strapping equipment? Our Strapping Specialists are 
experienced in lumber packaging requirements. They can offer you either 
round or flat strapping . . . whichever suits your needs . . . and the most 
modern hand-operated and powered strapping tools. This technical assist- 
ance is without obligation to you. 

FOR A FREE CATALOG describing our products and their advantages, 
just fill in the coupon. USS is a registered trademark 


U. S. Steel Supply Complete Strapping Service ¢ Strapping * Tools * Technical Assistance 
Division of 
United States Steel 


U. S. Steel Supply Division 
U. S. Steel Corporation 
208 South LaSalle Street 


Chicago 4, Ill. 
Please send me a free copy of your new product line catalog. 





Company_ 
Address__ 


Steel Service Centers and City 


Complete Steel Strapping Service Coast to Coast. 
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MONTANA DEALER GOES MODERN—State Lumber Co.'s new quarters in Great Falls, 
Mont., pictured above, contains 2,500 sq. ft. for sales and home planning, plus 6,500 
sq. ft. of storage space. A semi-sales area for millwork and other products occupies 
another 2,000 sq. ft., according to Archie Hindoien, president. 














See why it’s easier to sell 


McCLOSKEY | Heifoon 
HEIRLOOM’ 


for antiques, furniture, 


wall cabinets and paneling SEND rae 
FREE SAMPLE 





Your choice of 4 popular sheens 
HEIRLOOM FLAT HEIRLOOM EGGSHELL 


(dead flat (satin sheen 


HEIRLOOM SEMI-GLOSS HEIRLOOM CRYSTAL CLEAR 
(dull gloss (high gloss) 


Here’s what you get with 
McCloskey Heirloom finishes— 


A top-quality product— its extra-pale, nonstaining, nonyellowing 
color enhances the beauty of natural wood. Flows on easily, 
gives that hand-rubbed look. Will not flash, spot or streak. A 
complete finish in itself—no primers needed. 


Point-of-sale aids— merchandising helps from McCloskey that 
really promote selling action for you! Booklets packed with 
information—ideal as handouts or mailing stuffers—counter 
displays that help you turn lookers into buyers! 





McCLOSKEY VARNISH CO. ~ pept.713, 7600 state Rd., Philadelphia 36, Pa. 





Have a McCloskey salesman call on f—) Send me a free sample of Heirloom (____ ) 
me at once L_} (state sheen desired) 


Name 





Company 





Address 
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MEN in the news 


* R. D. Werner Co., Greenville, Pen- 
na., announces the appointment of 
Robert F. Kell as sales promotion and 
advertising manage:. 


* R.E. Lilly has been named manager 
of decorative products for Formica 

orp., Cincinnati, Ohio. He succeeds 
R. T. MacAllister, who has been elect- 
ed vice-president in charge of sales 
and advertising. 


* C. Russell Johnson, president of 
Union Lumber Co., San Francisco, 
has been elected president of the Cali- 
fornia Redwood Association. 


+ James C. Plunkett has been appoint- 
ed advertising manager of the Fiber 
Glass Division of Pittsburgh (Penna.) 
Plate Glass Co. 


* The Shelby Spring Hinge Co., Shel- 
by, Ohio, announces the appointment 
of Edward Maddern as general sales 
manager. 


* Robert S. Lewis has been appointed 
to the newly-created position of Pres- 
to-log product manager of the Weyer- 
haeuser Co., Tacoma, Wash. 


¢ Alabama Metal Lath Co., Birming- 
ham, Ala., announces the appoint- 
ment of Hartley B. Brown as vice- 
president in charge of sales. He suc- 
ceeds Charles B. Webb, Jr., who re- 
signed. 


* John R. Sharp, Jr., has been named 
assistant sales manager of the Ameri- 
can Power Tool Co., Toledo, Ohio. 


* Cupples Products Corp., St. Louis, 
Mo., announces the appointment of 
John K. Wallace as chairman of the 
board. He had been president of the 
company since it was organized in 
1946. Charles C. Moran, who has 
served as executive vice-president since 
1946, now becomes president of Cup- 
ples Products. 


¢ Wm. Wallace Mein, Sr., chairman of 
the board, Calaveras Cement Co., has 
been elected to the board of directors 
of The Flintkote Co., New York City. 


¢ Floyd Palm, Jr., Medalist hardware 
sales manager for the past eight years, 
has been named director of sales for 
the Medalist Hardware Div., National 
Lock Co., Rockford, Ill. J. H. Hoke, 
who has been associated with National 
Lock for 25 years, succeeds Palm as 
Medalist hardware sales manager. 


NAHB Research House 


WASHINGTON, D.C.—The Na- 
tional Association of Home Builders 
has granted $5,000 to Michigan State 
University to be used in building a 
research house on the University cam- 
pus. 
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Headquarters — 
Sheraton-Cleveland 
Hotel 





GATEWAY TO 
BIGGER SALES IN '60 


Here's what puts the MEAT" tca the Meeting! 


Eight Management Programs on— 
Dealer Building, Land Control ® Financing—Long Term Mortgages 
Improving Customer Relations ® Financing—Short Term Credit 
Sales-building Promotions © Employee Training—Made Easy! 


Kitchen and Home Improvement ® Labor Relations—New NRLDA 
Merchandising Dealer Service 


Plus—a dramatization on the industry’s distribution problems. . . 


Plia— ACTION! 


® Materials Handling Demonstrations—indoors and out 
© Package Home Remodeling for Big-Ticket Business 

© Bright, New Concept in Model Homes—by Lu-Re-Co 
© Component “House-in-a-Day'’—by Heritage Homes 


SEND FOR ADVANCE REGISTRATION FORMS TODAY 


Robert J. McCutchan, Dealer Attendance Chairman 
NRLDA EXPOSITION, 302 Ring Bldg., Washington 6, D.C, 
Please Send: [ ] Hotel Reservation Forms 

[_] Exposition Registration Forms 








Narionat Reran Lumeer Deaers Association 


Name 
Firm —— 
Address 


Chiy—... 


meee ene -- 5 
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Bonus dollars on every 





new kitchen or 
kitchen remodeling job 


with KitchenAid dishwashers 


SEE US AT THE KITCHENAID BOOTH. People who 
are remodeling are modern-minded and quality-conscious. 
So are new-home planners. They are perfect prospects for 
the dishwasher with the finest, most effective washing and 
drying performance in the home dishwashing industry. 


KITCHENAID IN LU-RE-CO MODEL HOME. Highlight of the 
N.R.L.D.A. Building Products Exposition is the Parents’ Maga- 
zine Lu-Re-Co model home—a complete house built at the con- 
vention hall. A KitchenAid dishwasher is an integral part of the 
efficiency kitchen in this unique “component construction" home. 


32 Circle No. 113 on Handy Cover Card October 26, 


Customers know about KitchenAid quality! They know 
about KitchenAid dishwashers through satisfied users... 
they know about KitchenAid, too, through a tremendous 
national advertising program. This helps you sell! 

KitchenAid is easiest to install and service calls are a 
rarity. There's a KitchenAid by Hobart for every kitchen— 
built-ins, free-standing, dishwasher-sink, counter-height, 
portable and convertible-portable...front finishes on built- 
ins to blend with any design. 

Stop in at Booth 113 and also see the KitchenAid dish- 
washer in the Parents’ Magazine exhibit—for all the profit- 
making facts on the most wanted dishwasher made. The 
Hobart Manufacturing Company, KitchenAid Home Dish- 
washer Division, Dept. KAL, Troy, Ohio. 


KitchenAid. 


the Lumber Dealer’s dishwasher 


The World’s Largest Manufacturer 
of Food, Kitchen and Dishwashing Machines 
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SULDINSE HOWNS 


EXPOS TOW 
CLEVELAND novi4-t7 1959 


What to See and 
Do at the NRLDA 


xposition 


When: November 14-17, 1959. 
Where: Public Auditorium, Cleveland, Ohio. 


EGISTRATION for the sixth annual Building 

Products Exposition of the National Retail Lum- 
ber Dealers Association can be obtained by mail in 
advance from the NRLDA Exposition, 302 Ring 
Building, 18th and M Streets, N.W., Washington 6, 
DL. 


Or registration can be made on November 11, 12 
and 13 at the Pick-Carter Hotel in Cleveland, during 
the NRLDA board meeting. 

Registration can also be made during the Ex- 
position at the Public Auditorium. 

Fee is $15 for four days (Nov. 14-17) or $5 for 
any single day. This entitles bearer to attend dealer 


meetings at Sheraton Cleveland Hotel and all meet- 
ings, features and exhibits at the Exposition Hall. 
Breakfasts will be served for $3 prior to morning meet- 
ings but you need not order breakfast to attend the 
meetings. 

Ladies fee is $5 for four days, covering all special 
ladies features and entertainment including fashion 
luncheon on Monday; attendance at exhibits, dealer 
meetings and features. 

There is a $3 charge for the “Westward Ho!” In- 
dustry Reception Saturday evening and $10 charge 
for “Circus of Fun” Dinner-Dance Monday night. 


H. W. BLACKSTOCK 
President 
National Retail Lumber 
Dealers Association 


H. R. NORTHUP 
Executive Vice-President 
National Retail Lumber 

Dealers Association 


MARTIN C. DWYER 
Exposition Director 
Washington, D. C. 


OERTELL COLLINS WILLIAM H. STINE 
General Exposition Chairman Exposition Program Chairman 
Forest City Lumber Co. Stine Lumber Co. 
Savannah, Ga. Bryan, Ohio 
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Parents’ Magazine—LU-RE-CO Model Home 

A 1400-sq. ft. house built at the doorsteps of the Exhibit 
Hall will demonstrate the Lu-Re-Co method of component 
construction. Ideal for families with growing children, it 
features separate indoor and outdoor areas for parents and 
children, with three bedrooms and three outdoor living areas. 
Designed to require minimum maintenance, it is suitable for 
any geographic or climatic region. Details for dealer con- 
struction and nationwide publicity tie-in will be announced 
at the Exposition. 


Heritage Homes’ House-A-Day 

A 1344-sq. ft. house will be completely enclosed and cov- 
ered in a single 8-hour day on the exhibit floor. New struc- 
tures put up each day. Picture above shows rafters being 
hauled to order-assembly area, with wall panels stockpiled 
along wall at Independent Lumber Co., sponsor of the 
demonstrations. Panels have T&G mortised framing mem- 
bers based on 16” module. Simplified estimating formula 
enables firm finished price quotations in a few hours. Daily 
“Brain Sessions” tell how dealers can use the system to get 
new business. 


Home Modernization Sales Clinics 
Seven best-selling home improvement packages will be shown in the life-size displays, 


as illustrated above. 


Selling seminars will be presented in this area each day by appointment with pro- 
fessional merchandising counsel and leading retail dealers. 

Free kits containing information on sales and construction of the seven packages on 
display will be distributed so that dealers can drop a prepared ad into their local paper 
and be selling home modernization packages within a week after returning home. 

There will also be a breakfast clinic, “Modernize Your Selling—Sell Modernization” 
on Monday morning in the Whitehall Room of the Sheraton Cleveland Hotel. 
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Store Planning Service at NRLDA Show 


Counsel on store design problems will be available in 
Cleveland, November 14-17, at the NRLDA Exposition 
Store Planning Center, sketched above. James N. Linden- 
berger, Chicago architect who specializes in designing dis- 
play rooms for package selling, will be available for con- 
sultation. 

Lindenberger and his staff, including store consultant 
Paul Ergang, will show complete working drawings of 
dealer showrooms already completed and others currently 
under construction from coast to coast. 

Photographs and drawings will illustrate how modern 
retail showrooms are being designed for package selling 
and DSC (Dealer Sales Control). And how end-use dis- 


MATERIALS HANDLING CLINICS: 


plays of building materials are selling new homes and re- 
modeling packages. 

Dealers who are considering new or remodeled stores 
are invited to bring photographs and sketches of their cur- 
rent layouts. Lindenberger is architectural consultant for 
American Lumberman. Among the stores he and his staff 
have designed and which have opened recently are these: 

Diamond-Gardner Lumber supermarket, Concord, 
Calif.; C. B. Nettleton Lumber Co., Covington, Va.; Daw- 
son’s Broad Ripple Lumber & Supply Co., Indianapolis; 
Ingalls Lumber & Supply Co., Middletown, Md.; Seibert, 
Inc., Lancaster, Penna. and Standard Building Center, Ap- 
pleton, Wis. 


“More Profit Through Cost Control’ 


O REALIZE A PROFIT, the retail lumber dealer must 

recognize the dollar worth of space and time. How to de- 
termine these costs will be the theme of materials handling 
workshops to be held on Saturday, Sunday and Monday at the 
NRLDA Exposition. 

Demonstrations of mechanical equipment will show how vol- 
ume output can be increased without increasing labor staff by 
roving material at a lower unit cost. Score sheets will be pro- 
vided so that dealers can actually compare the cost advantages 
of a more highly efficient mechanical operation with their 
present operation. Dealers wishing to go to mechanical opera- 
tion will be assisted in determining amortization and maximum 
use of equipment. 

Dealers attending the workshops and the demonstrations will 
be provided with a workbook which will contain yard layout 
drawings, score sheets and outlines of major talks. 

In addition to demonstrations, “Command Performances” 
have been added to the materials handling program. Dealers 
can bring specific problems to equipment exhibitors for a 
tailor-made demonstration. Dealers are asked to bring along 
layout sketches and photos as well as other necessary data if 
they desire this counsel. 

The materials handling program is as follows: 


“PRINCIPLES OF COSTING AS RELATED TO PROFIT” 


Saturday, Nov. 14—“The Cost of Time” 
11 a.m.-noon wo = nae caan (Trackside, Public Audi- 


torium 
Introducing SPACE-TIME Concepts”’. 


12:45-2:45 p.m. 


...-COMMAND PERFORMANCES (Trackside). 
3 p.m.-4:45 p.m. ... 


ee (General Meeting Room, Exhibit 

a * 

Introductions and Workbook—Robert Craft. 

Space and Dealer Costs—Lester Lucas. 

Time and Profit—Paul Leach. 

Standardization—Robert Craft. 

Personal Experiences on Time and Profit—series 
of five talks, followed by audience questions. 


Sunday, Nov. 15—‘‘The Cost of Space” 

10:30 a.m.-noon .... DEMONSTRATIONS (Trackside, Public Audi- 
torium) “Timing and Scoring Equipment Per- 
formance” 

. COMMAND PERFORMANCES (Trackside). 

a (General Meeting Room, Exhibit 

all) 

Introductions and Time and Space—Jack Pom- 
eroy 
Relationship of Space to Inventory Control— 
Lee Gannon. 

Personal Experiences on Cost of Space—series 
of six talks, followed by audience questions 


12:45-2:45 p.m. .. 
3 p.m.-4:45 p.m. 


Monday, Nov. 16—“Standardization” 

10:30 a.m.-noon calle -~ - — etamaterncaa (Trackside, Public Audi- 
torium 
“Standardization in Equipment, Layout and As- 


mbly 
oe :45-2:45 p.m. .. _. COMMAND PERFORMANCES (Trackside). 
3 p.m.-4:45 p.m. WORKSHOPS (General Meeting Room, Ex- 

hibit Hall). 

Introductions and Final Review—K. D. Green. 

Standardization Related to Handling Efficiency 
—William Restrick. 

Personal Experiences on Profits in Standardiza- 
tion—series of three talks followed by audi- 
ence questions. 
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KAISER ALUMINUM 


BACKS UP 
ITS DEALERS! 


1. 3 Great New Roofing Products 


DIAMOND-RIB* —The first truly different aluminum roofing! Ribbed for strength, 
diamond embossed for added sales appeal. Standard lengths from 6’ to 16’ cover a net 
48” width after lapping. 


GREEN DIAMOND-RIB—AIll the features of regular Diamond-Rib plus neutral green 
color-primed treatment on both sides! Use it as is for scores of residential or commer- 
cial applications, or paint it any color with just one coat—no primer needed. 


LONGER, WIDER CORRUGATED—Stucco embossed, 2%” corrugated sheets in the 
popular .019” thickness! Lengths from 6’ to 16’ cover a net 48” width after lapping. 


2. Dealer-Minded Sales Policies 


30-YEAR WARRANTY-— Offers positive proof to your customers that Kaiser Alumi- 
num Diamond-Rib and Green Diamond-Rib sheets are protected against corrosion 
for farm and residential use. 


ON-THE-SPOT REPLACEMENT — Lets you make immediate replacement of any de- 
fective material up to $50 value. You determine the adjustment—you make replace- 


ment on the spot. 

SALES HELPS—Our responsibilities just begin when a dealer puts Kaiser Aluminum 
material into stock: national advertising. .. local announcement ads for new dealers 
... help on your “open house”. . . personalized direct mail .. . free building plans and 
display rack ... sales help on your customer calls... plus many more! 


: Reliable Wholesalers Everywhere 


NO SUPPLY PROBLEMS when you stock Kaiser Aluminum roofing products. Ade- 
quate stocks are a requisite for all of our wholesale distributors. What’s more, every 
Kaiser Aluminum wholesaler is selected to serve his dealers—not compete with them! 


Don’t settle for less! Get all the facts from your Kaiser Aluminum Building Products 
distributor or sales representative. Kaiser Aluminum & Chemical Sales, Inc., 1924 
Broadway, Oakland 12, Calif. 


*Trademark 
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30 YEAR WARRANTY 


30 YEAR WARRANTY 


Diamond-Rib Roofing 





KAISER ALUMINUM BUILDING PRODUCTS 


e Diamond-Rib roofing —regular and green 
e Extra-wide, extra-long corrugated sheets 
e Standard V-crimp and corrugated roofing 
Roll Valley Flashing 
Nails —for roofing, siding, all exterior uses 
Foil Insulation and Vapor Barrier 


Rain carrying equipment — gutters, 
downspouts, etc. 


ShadeScreen 
ShadeScreen extruded frame sections 
— plus — 


NEW profit-making lines to be 
introduced at the NRLDA Convention! 


\| ALUMINUM 


Wee ‘ 


THE BRIGHT STAR OF METALS 
















NALD 


SUADINS HAWNS 


EAPOSTION 
CLEVELAND sov-17 sa 


DAILY PROGRAM OF EVENTS | 


Saturday, November 14 





Exhibit Hours: 10 a.m. to 5 p.m. 













Time | Event Location 
8:00 | KICK-OFF BREAKFAST Ballroom 
a.m. Master of Ceremonies: Sheraton Cleveland 
H. W. Blackstock Hotel 
Speaker: Stary Gange 


Program Mgr: Charles E. Benson 





a be 9:30 | OPENING OF REGISTRATION NRLDA Exhibit Hall 
STARY GANGE a.m. Cleveland Public 
Keynoter Auditorium 


10:00, OFFICIAL OPENING OF EXPOSITION | Entrance 
a.m. NRLDA Exhibit Hall 


10:30, MATERIALS HANDLING DEMONSTRA- Trackside 
a.m. | TION Public Auditorium 
Determining unloading and space cost 


2:00 | “BRAIN SESSION” on Heritage Homes House-A-Day Demo. 








{ p.m. System of Component Construction __ Area, | 
WILLIAM C. RESTRICK Chairman: George Ballinger Exhibit Hall : 
Exposition Materials Handling Moderator: William Cumming 
Program Director 
Restrick Lumber Co., 
Detroit, Mich. 
3:00 | MATERIALS HANDLING CLINIC Gen. Meeting Rm. 
p.m. “Space, Time, and Profits” Exhibit Hall | 
6:00 | INDUSTRY RECEPTION Ballroom 
p.m. “Westward, Ho!” Sheraton Cleveland 
Hotel 





GEORGE H. BALLINGER 
Director, “‘House-a-Day” 
Component Construction 
Independent Lumber Co., 
Cleveland, Ohio 


(Home Improvement Package Selling Seminars—by appointment 
each day in Home Modernization Center, Lower Lakeside Hall. ) 
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EXPOSITION 
CLEVELAND sov4-17 1959 





RAYMON HARRELL 


Lu-Re-Co Program Manager, 


Lumber Dealers Research 
Council 
Washington, D. C. 





WILLIAM F. FOLEY 
Chairman, Distribution 
Dramatization 
Belleville Lumber & 
Supply Co., 
South Bend, Ind. 





ROBERT L. CRAFT 
Program Manager, Distri- 
bution Dramatization 
Indiana Lumber & Builders’ 
Supply Ass’‘n., 
Indianapolis, Ind. 


PRIZES 















P 4 i L974 4 rat Gp? be pick am Bae atid Ha 
Sunday, November 15 
Exhibit Hours: 11 a.m. to 6 p.m. 
Time | Event Location 
11:00) LU-RE-CO BRUNCH CLINIC Ballroom 
a.m. Chairman: R. V. Blackstock Sheraton Cleveland 
Program Mgr: Ray Harrell Hotel 
11:00} EXHIBIT HALL OPENS NRLDA Exhibit Hall 
a.m. Public Auditorium 
11:00) MATERIALS HANDLING DEMONSTRA-| Trackside 
a.m. TION Public Auditorium 
Determining Cost of materials movement 
from storage to delivery truck. 
1:30 | WHAT JS THE DISTRIBUTION PROB- Gen. Meeting Rm. 
p.m. LEM IN OUR INDUSTRY? Or... Exhibit Hall 
“I Didn’t Get The Question, Senator.” 
Chairman: William F. Foley 
Program Mgr: Robert L. Craft 
(A Dramatization) 
2:00 | “BRAIN SESSION” on Heritage Homes House-A-Day Demo. 
p.m. System of Component Construction Area 
Chairman: George Ballinger Exhibit Hall 
Moderator: William Cumming 
3:00 | MATERIALS HANDLING CLINIC Gen. Meeting Rm. 
p.m. “Inventory Controls and Space Cost” Exhibit Hall 
5:00 | VIENNA PHILHARMONIC CONCERT Arena 
p.m. Cleveland Public 
Auditorium 





Grand Prize—DeLuxe Swimming Pool 





Two Free Trips to Hawaii 


Two glorious trips to our newest and south- 


A beautiful, deluxe Esther Williams Living 
Pool will be given away free, completely 
equipped and installed at the winners home! 
All dealers in paid registered attendance are 
eligible. 
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ernmost state, Hawaii, given away FREE at 
the Industry Reception! 


Floor Prizes Every Day 


Transistor radio floor prizes given every day 
to holders of lucky number programs. Read 
Exposition Program for details! 
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SULLINS HOW 
EXPOSITION 


CLEVELAND sou 1 sa 





HARRY V. BALCOM 
Chairman, “Dealer Building 
And Land Control’ Meeting 

Bolinger Lumber Co., 

Bossier City, La. 


lin 2 





CARCLYN NETTLETON 
Ciisieman, “Mr. Dealer, Look 
In The Mirror” Meeting 
C. B. Nettleton Lumber Co., 
Covington, Va. 





GEORGE S. WITHY 
Chairman, “Sales Promotions 
That Sell Like ‘60’ 
Shaw Lumber Co., 

St. Paul, Minn. 





JAMES H. WISEMAN 
Chairman, “Modernize Your 
Selling—Sell 
Modernization” 
Wood-Freeman Lumber Co., 
Searcy, Ark. 





DAILY PROGRAM OF EVENTS 


Monday, November 16 





Exhibit Hours: 


10 a.m. to 5 p.m. 














Time Event Location 
7:15 |BREAKFAST Ballroom 
a.m. Sheraton Cleveland 
Hotel 
8:00 | DEALER MANAGEMENT MEETINGS: 
“™ | DEALER BUILDING AND LAND CON-| Batiroom 
TROL 
Chairman: Harry V. Balcom 
Program Mgr: Marie Bennett 
MR. DEALER, LOOK IN THE Cleveland Room 
MIRROR 
Chairman: Carolyn Nettleton 
Program Mgr: Robert A. Jones 
SALES PROMOTIONS THAT SELL| Rose Room 
LIKE 60! 
Chairman: George S. Withy 
Program Mgr: Edwin W. Elmer 
MODERNIZE YOUR SELLING—SELL | Whitehall Room 
HOME MODERNIZATION 
Chairman: James H. Wiseman 
Program Mgr: Horace G. Pierce 
10:00} EXHIBIT HALL OPENS NRLDA Exhibit Hall 
a.m. Public Auditorium 
10:30} MATERIALS HANDLING DEMONSTRA-| Trackside 
am. |TION Sie Public Auditorium 
Determining Labor Costs of Movement 
of Materials Within the Yard 
2:00 | “BRAIN SESSION” on Heritage Homes House-A-Day Demo. 
p.m. System of Component Construction Area 
Chairman: George Ballinger Exhibit Hall 
Moderator: William Cumming 
3:00 | MATERIALS HANDLING CLINIC Gen. Meeting Rm. 
p.m. “Profit in Standardization” Exhibit Hall 
7:00 NRLDA_ DINNER-DANCE Ballroom 
p.m. “A Circus Of Fun” Sher.-Cleve. Hotel 


NOTE ON BREAKFAST MEETINGS—Buffet breakfast will be served for your convenience. You may attend meet- 
ings, however, without attending breakfasts. There is no charge for admission to meetings but it is necessary to 
wear your paid registration badge to be admitted. 
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So many reasons she'll prefer 
Qualitybilt Wood Casements 


Here is the finest and most complete casement line availa- 
ble. It’s easy to plan hundreds of eye-catching arrange- 
ments with Qualitybilt’s full range of two widths, 

five heights, plus picture window combinations. . . in 

one light, divided light, or the new, work-saving removable 
inserts. Qualitybilt’s superb craftsmanship and low 
maintenance features include precision hardware . . . 
feather-touch worm and gear operators, extension 

hinges for easy inside cleaning, and pick-up action 

locks. All wood parts are preservative and toxic treated 

. and each window is completely weatherstripped 

to seal snug and draft-free without effort. 

Investigate Qualitybilt Casement Windows TODAY! 


On display at Booth 520-NRLDA Exposition 
FARLEY & LOETSCHER MFG. CO. 


DUBUQUE ¢ IOWA 


Entrances ¢ Doors ¢ Frames e Sash « Blinds « Casements « Glider Windows « Sliding Doors « Screens 
Combination Doors ¢ Storm Sash e Garage Doors ¢ Mouldings ¢ Interior Trim « Sash Units ¢ Louvers 
Kitchen Cabinet Units e Cabinet Work ¢ Stairwork ¢ Disappearing Stairs ¢ ‘‘Farlite’’ Laminated Plastics 
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GN DA 
SUUDINS KQOWNS 
EXPOSITION 
CLEVELAND nov -17 mse 


ROBERT A. DEAN 
Chairman, “Salesmen Aren't 
Born, They're Trained” 
Red Mill Lumber Co., 
Traverse City, Mich. 


BOYD MAHIN 
Speaker, “Labor Relations— 
Which Way for You in 1960? 

Macleish, Spray, Price & 
Underwood, Attorneys 
Chicago, Ill. 


FRANK W. KELLAM 
Chairman, Credit Clinic 
Kellam & Eaton, Inc., 

Princess Anne, Va. 


A. L. JOHNSON 
Chairman, Financing Clinic 
Boise-Cascade Lumber Co 

Boise, Idaho 


DAILY PROGRAM OF EVENTS 


Tuesday, November 17 


Exhibit Hours: 10 a.m. to 4 p.m. 


Event 


Location 





BREAKFAST 


DEALER MANAGEMENT MEETINGS: 








SALESMEN AREN’T BORN, 
THEY’RE TRAINED! 
Chairman: Robert A. Dean 
Program Mgr: Donald L. Moe 


LABOR RELATIONS—WHICH WAY 
FOR YOU IN 1960? 
Chairman: Clarence B. Elliott 
Program Mgr: Edwin F. Sembell 
Speaker: Boyd Mahin 
Edmund F. Vos 


CREDIT—CAPITAL AT WORK FOR 

YOU AND YOUR CUSTOMERS 
Chairman: Frank W. Kellam 
Program Mgr: Harris Mitchell 


FINANCING—WHERE TO GET IT— 
HOW TO USE IT 
Chairman: W. L. Johnson 
Program Mgr: Gene Ebersole 


EXHIBIT HALL OPENS 


“BRAIN SESSION” on Heritage Homes 
System of Component Construction 
Chairman: George Ballinger 

Moderator: Wliliam Cumming 





Ballroom 
Sher.-Cleve. Hotel 


Ballroom 


Cleveland Room 


Rose Room 


Whitehall Room 


NRLDA Exhibit Hall 
Public Auditorium 


House-A-Day Demo. 
Area 
Exhibit Hall 


NOTE ON BREAKFAST MEETINGS—Buffet breakfast will be served for your convenience. You may attend meet- 
ings, however, without attending breakfasts. There is nocharge for admission to meetings but it is necessary to 
wear your paid registration badge to be admitted. 
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SUMDING HOWNS 
ZAPOSITION 


CELI MOV -7 858 ENTERTAINMENT 


‘‘WESTWARD HO’’ INDUSTRY RECEPTION 

Looking forward to NRLDA’s 1960 Exposition in San Francisco, a 
brand-new kind of opening night party brings fascinating “Frisco and 
the bright new star of exotic Hawaii right to the middle of Cleveland 
for an evening you will never forget. Two lucky people present will win 
FREE TRIPS TO HAWAII. 

Ballroom, Sheraton Cleveland Hotel, 6 to 8 p.m., Saturday, Nov. 14. 


VIENNA PHILHARMONIC 

NRLDA has made special arrangements to have the world-renowned 
Vienna Philharmonic present its Cleveland concert on this date to pro- 
vide distinguished Sunday evening entertainment for Exposition visitors. 
The orchestra will appear in only ten cities on this second American 
tour. Order tickets ($2, $3, $5, $6) direct from Cleveland Opera Assn., 
2816 Euclid Ave., Cleveland, Ohio. 

Arena, Cleveland Public Auditorium, 5 p.m. 


“CIRCUS OF FUN’’ —— NRLDA DINNER-DANCE 

Promising all the title implies, Circus of Fun will recall the nostalgic 
thrill of circus music, clowns, cotton candy and balloons, with death- 
defying acrobats performing under the “big top.” After the banquet 
you will see a delightfully festive circus stage show written especially 
for the 1959 NRLDA Exposition. Anita Bryant, selected by George 
Gobel as the first vocalist to star in his new TV series, will be featured 
on the program. Dancing until | a.m. 

Ballroom, Sheraton Cleveland Hotel, 7 p.m., Monday, Nov. 16. 


LADIES’ PROGRAM 


‘‘WATCHING ALL THE GIRLS GO BY”’ 

A fashion show featuring authentic period costumes and accessories 
which marked the pinnacles of fashionable elegance over the past cen- 
tury, modeled by NRLDA ladies! Even the fashion commentary is spe- 
cially-written toward NRLDA ladies’ interests. To bring you back to 
1959, Higbee’s presents a brilliant fashion forecast for winter and spring. 
Highee's Auditorium, 12:15 p.m., Monday, Nov. 16. 


LADIES HOSPITALITY HEADQUARTERS 
Located in the Green Room, Sheraton-Cleveland Hotel (NRLDA Ex- 
position Headquarters) during days of the Exposition. 


ALL-DAY FIELD TRIP 


A postscript bonus to the NRLDA Exposition will be an all-day field 
trip on Wednesday, Nov. 18. Four of the nation’s best known lumber- 
yards will be joint hosts. These are Independent Lumber Co., Dougherty 
Lumber Co., Rock Island Lumber Co. and Forest City Materials Co. 
The tour will begin at 9 a.m., by chartered bus, arriving back at 5 p.m. 
The tour will include luncheon with lumberman Tom Dougherty as host. 
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No. 2560EH— 
10%” square—23%” high 


.. displays complete cabinet hard- 
ware department in less than one 
square foot of counter space 
(measures 10%” x 10%" x 23%" 
high over-all) 


a 
e | 


. attracts attention—stimulates 
impulse sales 

-mounts on pegboard—on 
Amerock merchandisers in store 
windows—on counters or islands 

. comes to you completely assem- 
bled with eight displays (Series 
500) of your choice 

. extra hardware for resale gives 
dealer 50% markup on his total 
cost. 


HERE'S WHAT DEALER GETS: 
1 No. 2560EH revolving display with choice of 
eight Picture Frame Displays 


Extra hardware for resale: Retail Value, $73.90 
DEALER COST only... . oe. $48.90 
Shipping weight complete, 32 Ib 
Display Actually Costs Only $4.56 


Since dealer would ordinarily pay $44.34 for the 
extra hardware for resale, he gets this beautiful 
display complete with eight Picture Frame Dis- 
plays for only $4.56. 


VISIT BOOTH NO. 702 AT NRLDA SHOW 
CLEVELAND—NOV. 14-17 


Ask Your Amerock Wholesaler 


Amerock corPoRATION 


Rockford, Illinois 
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Now! Over Fifty 





Every month, SPA Ads presell 
prospects on Quality 


Full-page, full-color ads every month in LOOK Magazine........++«| 


PLUS 


Full-page, full-color ads 
in all these 
highly selective magazines .... 


Lip 
IG 
w Hos a 
AND Pr ye 
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Million 


You sell Quality when you feature 
Grade Marked Southern Pine 
produced by the mills of the 


Southern Pine Association 


Stocked by better lumber dealers 


ALABAMA 


The Allison Lumber Company 

Olon Belcher Lumber Company 

S. E. Belcher, inc. 

W. A. Belcher Lbr. Co. 

W. E. Belcher Lbr. Co., Inc. 

Clancy Lumber Company, Inc. 

Graham Lumber Company 

Albert Holman Lumber Co. 

International Paper Co. 
(Southern Lumber Div.) 

Jackson Saw Mill Co., Inc. 

Ray E. Loper Lumber Company 

McMillan Mill Company 

McShan Lumber Company 

T. R. Miller Mill Co., inc. 

Reid Brothers Lumber Company 

Scotch Lumber Company 

M. W. Smith Lumber Company 

M. W. Smith Sawmill Co. 

W. T. Smith Lumber Co., Inc. 

Summerville Brothers Lbr. Co. 

Horace S. Turner, Jr., Inc. 

W. T. Vick Lumber Company 

W. J. Word Lumber Company 


ARKANSAS 


Graydon Anthony Lbr. Co. 

Arkansas-Louisiana Lumber Co. 

P.E. Barnes Lbr. Co. 

Bass-Clark Lumber Company 

Bearden Lumber Company 

Bradley-Southern Division 
Potiatch Forests, Inc. 

Crossett Lumber Company 

Dierks Forests, Inc. 

Fordyce Lumber Company 

W. S. Fox & Sons 

Fuller Lumber Company 

Gurdon Lumber Co., Inc. 

Hot Spring County Lumber Co. 

Ozan Lumber Company 

Reynolds & Draper Lumber Co. 

Sturgis Brothers 

H. G. Toler & Sons Lumber Co. 

Urbana Lumber Company 

J. L. Williams & Sons 

B. G. Wilson Lumber Co. 

Herman Wilson Lumber Co. 


im 


FLORIDA 


Alger-Sullivan Sawmill Company 
Dantzler Lumber & Export Co. 
W. H. & J. 0. Huxford, Inc. 
Mutual Lumber Co. 

Neal Lumber & Mfg. Co. 

Ocala Lumber Sales Co., Inc. 
Perry Lumber Co., Inc. 


GEORGIA 


Alexander Brothers Lumber Co. 
Augeate Hardwood Co. 
Balfour Lumber Co. 
Del-Cook Lumber Co. 
en Lumber Company 
A. T. Fuller Lumber Company 
Georgia-Pacific Corp. 
Holly Springs Lumber Co. 
The Langdale Company 
(Lumber Div.) 
McElrath-Stewart Lbr. Co. 
Reynolds & Manley Lbr. Co. 
Rush Lumber Company 
Shepherd Lumber Corporation 
L. B. Springle Lbr. Co 
Sullivan Lumber Company 
Tolleson Lumber Company 
Union Timber Corp 
Wade & Whittle Lumber Co 
H. & J. Williams Lbr.Co., Inc. 
Willis Lumber Company 


LOUISIANA 


J. A. Bentley Lumber Company 
L. L. Brewton Lumber Company 
Ronald A. Coco, Inc. 

Crowell Lumber Industries 
Hillyer-Deutsch-Edwards, Inc. 


Bellamy 
Brent 

Green Pond 
Birmingham 
Centreville 
Grayson 
Maplesville 
Northport 
Mobile 


Jackson 
Tuscaloosa 
Brewton 
McShan 
Brewton 
Evergreen 
Fulton 
Jackson 
Camden 
Chapman 
Aliceville 
Mobile 
Hamilton 
Scottsboro 


Hope 
Emerson 
Hamburg 
El Dorado 
Bearden 
Warren 


Crossett 
Hot Springs 
Fordyce 
Pine Bluff 
Lewisville 
Gurdon 
Malvern 
Prescott 

El Dorado 
Manning 
Leola 
Urbana 
Sheridan 
Hot Springs 
Leola 


LOUISIANA~ Continued 


A. J. Hodges Industries, inc 

Hunt Lumber Co., Inc. 

L. D. Kellogg Lumber Co. 

Lock-Moore & Company 

Louisiana Long Leaf Lumber Co 

Martin Timber Company 

Roy 0. Martin Lbr. Co., inc 

Carroll W. Maxwell Lumber Co 

Olin Mathieson Chemical Corp 
(Forest Products Division) 

Pace Brothers Lumber Co. 

N. D. Roberts Lumber Co. 

Sabine Lumber Company 

Springhill Lumber Company 

Sturgis-Nix Lumber Company 

Tremont Lumber Company 

The Urania Lumber Co., Ltd 

Woodard-Walker Lumber Company 

Woodard-Walker Sawmill Company 


Ackerman Planing Mill Co. 
Bailey Lumber Co. 

Crosby Lumber & Mfg. Co. 
The L. N. Dantzler Lumber Co. 
A. DeWeese Lumber Co., Inc 
D. L. Fair Lumber Company 
Hood Lumber Company 

Joe N. Miles & Sons 


Dierks Forests, inc 
Fleishel Lumber Company 


NORTH CAROLINA 


Barrow Manufacturing Co. 
Corbett Lumber Corporation 
L. R. Foreman & Sons Lumber Co 


Lumber River Manufacturing Co., Inc 


J. S. Turner & Son, inc 
H. M. Walker Lumber Company 


SOUTH CAROLINA 


J. $. Dixon Lumber Co. 
Flack-Jones Lumber Co., Inc 
Holly Hill Lumber Company 


Shreveport 
Ruston 
Alexandria 
Lake Charles 
Fisher 
Castor 
Alexandria 
Pollock 
Shreveport 


Minden 
Alexandria 
Zwolle 
Springhill 
Ruston 
Joyce 
Urania 
Taylor 
Heflin 


Ackerman 
Laurel 
Crosby 
Perkinston 
Philadelphia 
Louisville 
Hermanville 
Lumberton 


Kansas City 
St. Louis 


Ahoskie 
Wilmington 
Elizabeth City 
Lumberton 
Weldon 
Battleboro 


Lake City 
Monck's Corner 
Holly Hill 


essions'! 


SOUTH CAROLINA—Continued 


Century 
Jacksonville 
Perry 
Jacksonville 
Blounstown 
Ocala 

Perry 


Columbus 
Augusta 
Thomasville 
Adel 

Ellijay 
Ocilla 
Augusta 
Atlanta 
Valdosta 


Macon 
Savannah 
Hawkinsville 
McRae 
Gainesville 
Preston 
Perry 
Cogdell 
Douglas 
Nashville 
Bainbridge 


Zimmerman 
Winnfield 
Baton Rouge 
Long Leaf 
Oakdale 
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Lightsey Brothers 

Carl W. Mullis Lbr. Co 
Russellville Lbr. Co. 
Tilghman Lumber Company 
C. it Tucker Lumber Corp 


TENNESSEE 


E. L. Bruce Co., Inc 
Vestal Lumber & Manufacturing 
Co., Inc 


TEXAS 


Allen-Peavy Lumber Company 
Anderson Manufacturing Co 
Angelina County Lumber Company 
Atlanta Lumber Co 
Boettcher Lumber Company 
W. T. Carter & Brother 
Ealand-Wood Lumber Company 
Edens-Birch Division 

Southwest Lumber Mills, Inc 
Grogan Brothers Lumber Company 
Grogan-Cochran Lumber Company 
Lacy H. Hunt Lumber Co 
Kirby Lumber Corp 
L. & M. Lumber Company 
Southern Pine Lumber Company 
Williams Lumber Company 


VIRGINIA 
Barnes Lumber Corp. 


Union Bag-Camp Paper Corporation 


The Williams & McKeithan 
Lumber Co. 


Miley 
Lancaster 
Sumter 
Sellers 
Pageland 


Memphis 
Knoxville 


Kountze 
Tenaha 
Keltys 
Atlanta 
Huntsville 
Houston 
Jasper 
Corrigan 


Conroe 
Magnolia 
Nacogdoches 
Houston 
Willis 

Diboll 
Cleveland 


Charlottesville 
Franklin 
Lynchburg 
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GNA DA 
SUMDINE HOON 
EAPOSION 
CLEVELAND novx4-17 sa 


Poly-Clad Plywall Paneling 


Poly-Clad Plywall, an interior wood 
paneling, is available in a wide range of 
woodgrain patterns and colors. The Poly- 
Clad Plywall process reproduces wood- 
grain patterns directly on plywood pan- 


Over 230 manufacturers will introduce 
a record number of new and improved 
building products at the sixth annual 
NRLDA Exposition in Cleveland, No- 
vember 14-17. A few of the products to 
greet dealers in a huge array of high- 
style exhibits have been tried out ex- 
perimentally in limited areas recently, 
but most of them are being shown for 
the first time. 


Kaiser Aluminum and Chemical Sales 
will introduce convention-goers to its 
new Diamond-Drain rain-carrying sys- 
tem, new vapor barrier materials, re- 
flective insulation and a complete new 
line of aluminum nails. 


Three new faccory-grained specimens 
of wall paneling will be among the new 
products exhibited by Masonite Corp. 
Part of Masonite’s Royalcote series, the 
paneling will be shown in brand-new dec- 
orator colors. 


Ceiling and wall coverings in the new 
Forestone acoustical patterns will be 
shown by Simpson Redwood and Log- 
ging Companies. National Gypsum Com- 
pany’s new patterns in Decor Ceiling Tile 
will be introduced for the first time as 
will its Plasticrylic Asbestos Siding, new 
latex paints and structural Gypsum Wall- 
board. 


50 


New Products 


and Sales Aids for Dealer Study 


els without the use of paper or plastic 
laminations. Following the printing of 
the woodgrain pattern, the tough Poly- 
Clad topcoat is applied and baked on. 
During the processing, the back of the 
panel also receives a coat of sealer. 

Completely prefinished and ready to 
install, Poly-Clad Plywall is available in 
panel sizes of 4’ x 7’, 4° x 8’ and 
4’ x 10’. All panels are 44” thick. Fac- 
tory package contains six identical pieces, 
steel banded over edge and corner pro- 
tectors. 

Exposition-goers may learn of the 
product's advantages firsthand by Visit- 
ing the firm’s booth No. 516. Also on 
exhibit will be Poly-Clad Plywall Pre- 
finished Wood Moldings, Adhesives and 
Matching Putty-Stiks. Plywall Products 
Co., Inc., Dept. AL, P. O. Box 625, 
Fort Wayne, Ind. 

Circle No. 201 on Handy Cover Card 


For more facts, use 
handy back cover 
coupon. 


Certain-teed Products Corp. will ex- 
hibit its dramatic new Color-Tuned line 
of roofing shingles available in 10 key 
colors including five new pastel blends. 
Bestwall Gypsum Co. will show its new 
Lite Acoustic plaster available in White 
and Ultra-white. 


Laminated wood fiber panel boards for 
both interior and exterior use will be ex- 
hibited by the Upson Co. Farley and 
Loetscher Mfg. Co. will introduce its 
Farlofold folding door unit. A_ first- 
time presentation by the Crestline Co. 
will be the Rover slip-head window of 
aluminum and wood and said to be ideal- 
ly suited for garage and leisure home 
use. 


Versa Products Co. will introduce its 
new adjustable wrought iron railing and 
column designs and its decorative out- 
door wrought iron lantern posts and lan- 
terns. Elite Fabricators will show orna- 
mental railings and columns in iron, 
aluminum and galvanized selections of 
various lengths, in addition to its new 
Beautility steel porches to fit any home. 


Al-Chroma Paiat Co. announces it will 
exhibit its new outdoor protective paint 
in several colors and which dries in six 
hours. 


Two New Lumber Attachments 


Little Giant Products, Inc., announces 
it will exhibit its new Mod-U-Lift Boom 
shown in photo above and also its new 
Mod-U-Lift End Loader at the NRLDA 
Exposition. Lumber dealers in attend- 
ance at the convention will see actual 
demonstrations of handling McCracken 
Modular Paks of lumber using the two 
new lift truck attachments. Demonstra- 
tions will take place at the manufac- 
turer’s booth No. 1301 and also at a 
special rail siding showing how 20’ Mc- 
Cracken Modular lumber Paks are loaded 
and unloaded from boxcars with 6’ wide 
doors. Little Giant Products, Inc., Dept. 
AL, 1642 N. E. Adams, Peoria, III. 

Circle No. 202 on Handy Cover Card 
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Westinghouse Electric Corp. will pre- 
sent a new built-in oven with side con- 
trols, its Imperial Roll-Out Dishwasher 
and a brand-new line of Heirloom maple 
cabinets. Miraplas Tile Co. will display 
its new Forum series in a selection of 16 
colors, offering a complete range of tiles 
from inexpensive plastics to the highest 
grade ceramics. 


Amerock Corp. will show a new deal- 
er display in which it will introduce a 
spring-action sash lock, which seals win- 
dows against break-ins and weather, yet 
snaps open with ease and prevents dam- 
age to wood. Butts, hinges and a variety 
of carded hardware will be exhibited by 
C. Hager and Sons Hinge Mfg. Co. 


A. J. Gerrard Co. will present its en- 
tire line of oval and flat steel strapping 
and pressure sensitive tape and Massey- 
Ferguson Industrial Div. will introduce 
its new 204 Fork Lift utilizing instant 
reverse and equal speeds for forward and 
reverse motions. 


The Kordite Corp. invites all dealers 
to enter its “Holiday in Mexico” contest 
in person by visiting its booth No. 1052. 
NRLDA president H. W. Blackstock will 
draw the winning retail dealer’s name at 
Kordite’s booth on Nov. 16. 
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GLIDRAULIC 


PATENT PENDING 


15 YEAR GUARANTEE 





Now for the first 

time you can offer 

your customers a top quality, 

precision-built, trouble-free hydraulic 

closer for their storm and screen doors. A 

hydraulic closer that is guaranteed for 15 years. A 
hydraulic closer that has more outstanding operating 
and sales features than any other closer. 


OUTSTANDING SALES FEATURES 


© Double latching power 
© Double Wind Resistance 
@ Easily Installed 


@ 15-Year Guarantee 
@ No Bounce—Glides Closed 
© No Adjusting 








SPECIAL OFFER 


We will send you one FREE Illinois Glidraulic and pay 
you $2.00 cash for installing it on your storm and 
screen door, or if you prefer, we will send you FREE an 
X104 mounted operating display sample. 

Here’s all you do! Order 12 Illinois Glidraulics and 
return the certificate in the carton to Illinois Lock Co., 
800 S. Ada St., Chicago, Illinois and we will return $5.97 
to cover your cost of closer and installation, or the 
FREE demonstrating sample. 





Order Glidraulics from your jobber today! 


The Illinois Lock Co. 


803 S. Ada Street, Chicago, Illinois 
Circle No. 119 on Handy Cover Card 
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ELMER'S LINE OF GLUES 
is NOW 


PACKED 


in attention-getting, 
newly designed packages 
that sell on sight. 


YOU INCREASE SALES 
WHEN THEY'RE 


ot ee A] 
in the space-saving counter 
and floor model racks, 
provided free of charge. 




















TO HELP YOUR 
CUSTOMERS YOU'RE 








with eye-catching sales aids 
—colorful glue charts, 
free gluing guides. 














TO PRESELL YOUR 
CUSTOMERS, YOU'RE 


by ads in top consumer 
magazines that build demand 
for the complete Elmer line. 


For details, see your supplier 
or write: 

| The Borden Company, 
AL-109, 350 Madison Ave., New York 17, N.Y. 


| Bordens Products FOR THE HOME HANDYMAN 


Circle No. 120 on Handy Cover Card 
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AD MATS for Ch 


e Ideas for Ads 


e Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 


have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested layouts and copy. 


Package 2 


Theme and Project 
Illustrations 

Add-a-room (exterior) 
Add-a-room (interior)... 
Add-a-room (sketches) . 
Attic room 

Christmas, headline illus 
Dormer 
Entrance, before-after 
Family-recreation room .... 
Garages 
Garage converted to room 
Get ready for winter 
Home improvement 


e) 











Insulation 
Kitchen 
Modernization Magic 
Money to loan 
Outdoor living 
Paneled room 
Planning help 
Plywood 
Roofing 
Screened porch 
Warehouse sale .. 














Package 1 


Theme and Project 
Illustrations 
Add-a-room ensvinensneee ee | 
Attic Rooms ..... sone 2, 12 
Christmas, general . 19 
Christmas, recreation room 20 
Christmas, tools . 


Mat 
Page No. 


Fencing . 

Garage selection 

Hardware . 

Home workshop, tools 

Home improvement for interiors 
Insulation . . 

Kitchen remodeling . 

Paint ........ 

Plywood hea 
Porch or breezeway . 
Recreation rooms 
Spring check-up 
Products and 
Applications 
Adjustable post ... 
Blanket insulation . 
Cedar closet lining .. 


Ceiling tile, insulating 
Ceiling tile. 1 


Products and’ 
Applications 
Acoustical tile 
Awning, window 





Caulking 
Christmas patterns .... 
Combination doors 
Combination windows 
Counter top 

Doors, interior 

Fan, kitchen . 

Fence, picket 

Floor tile 

Hardboard, perforated . 
Insulation, blanket 
Insulation, pouring 

Kitchen cabinets 

Louvered shutters, interior... 
Lumber, piece-price 

Paint, exterior 

Paint, interior .... 

Ping pong table.. 

Plywood 

Roof cement 

Roofing, shingles . 

Storm sash 

Table legs 

Tools, hand 

Train table, plywoo 

Wall tile 
Weatherstrip 
Wrought iron railing 





Cornice, PLYWO0d ..........cecerereeseernseeee 
Counter top 
Cutting board 


, combination 
jush 


, folding 

, interior . 
Doors, louver ......... 
Doors, screen ......... 


ornamental 
pickets . 


Fence, 
Fence, 
Fence, posts ‘ 
Fence, wood and wire . 
Floor tile . 
Flooring, hardwood ... 


GAFABOD cr ccercevcccossesescccces coe see 
Garage doors 

Glass block aes 

Gutter and downspout .................... 


Hardboard, perforated ...............-..- 
Hardboard, wall tile .................. 10, 
Hardware, builders’ 1 
Hose, garden .........:...000+- 


Insulating plank ... 
Insulating siding . 
Insulation, blankets ......... 
Insulation, pouring ...... 


PERIUIBD: .drccrrnnisrincericrsves 


Kitchen cabinets nee ware i 








EE IE eicssmceectoecrncoaes 
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See ADservice Catalog No 


mats——hand 
headline illustrations, others 


1 for 
is, power tools, work bench, attract’ 


other Christmas ad 
ive 








CHRISTMAS TRADE should set new records this year. If you 
want your share of these extra dollars make plans now for 
consistent advertising. More dealers each year are discovering 
their expanded lines offer attractive, useful gifts. Just one of 
the ADservice mat pages promoting Christmas gifts in the 
lumberyard is shown above. Free catalogs giving more com- 
plete details are available on request. 


Paint brushes ........ 
Paint, exterior . 
Paint, interior . 
Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywood ..... ; 
Plywood built-ins . 
Plywood handy panels 
Plywood paneling 
Plywood train base 
Posts, fence ..... 


Roof coating ..... 
Roofing, roll ..... 
Roofing, shingles ..... 


Screen doors ........ 


Shelving lumber . 
Shingles, asphalt . 
Shingles, wood . 
Siding, wood ..... ‘ 
Stairs, disappearing . 
Storm sash... 
Tools, garden . 
Tools, hand ........... 
Tools, power .............. 
Trellis ......... 


Wallboard .. 
Wail tile .... 








American Lumberman 
59 E. Monree St. 
Chicago 3, Ill. 


(Circle pages desired) 
Package 1 
1, 2, 3, 4, &, 6, 7, 8, 9, 10, 18, 12, 13, 
14, 15, 16, 17, 18, 19, 20, 21, 22 
pages @ $3.95 
entire package $82.50 
Package 2 
23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 34 
—_____pages @ $3.95 
entire package $44.90 


Cataleg Send free catalog ee 
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he's coming inside for the wuster 


CELOTED 
RLOTEX 
CEILING TILE 


Seasonal Merchandising Aids 


Displays like the above eye-catching 
banner will be among new merchandising 
aids to be shown by The Celotex Corp. 
at its booth No. 134. Visiting dealers 
will be given details of the company’s 
new merchandising aids for ceiling tile, 
attic insulation and insulating siding, as 
well as current merchandising programs 
for sheathing, gypsum wallboard, hard- 
board and roofing. 


A new kit, called Selling Ceilings, con- . 
tains a four-point sales-building package 
designed to promote the advantages of 
acoustical tile. Another new display for 
Celotex Handi-Pak Home Insulation, to 
be featured at the exposition, enables 
dealers to show homeowners how easily 
attics can be insulated using the handy 
size package of mineral wool. The Celo- 
tex Corp., Dept. AL, 120 S. LaSalle St., 
Chicago 3, Til. 


Circle No. 203 on Handy Cover Card 


Expands Line of Teco-U-Grip 
Joist and Beam Hangers 


NRLDA Exposition-goers will be in- 
troduced to an expanded line of Teco-U- 
Grip joist and beam hangers. Included 
in the new line are hangers for 3 x 6 fo 
3 x 14 and 4 x 6 to 4 x 14 structural 





Specifications and Market Data 


on Products You Can Sell 





wood members as well as for double 
2 x 6 to double 2 x 14 members. Prior 
to this, Teco-U-Grips have been avail- 
able only for 2 x 6 to 2 x 14 members. 

Available in either 16 or 14-gauge 
galvanized sheet steel, the new larger 
capacity Teco-U-Grips are made in two 
basic sizes: type A for 6”, 8” and 10” 
depth members and type B for 10”, 12” 
and 14” depth members. Special nails de- 
signed to develop maximum shear value 
are furnished with each carton of hang- 
ers. Also on exhibit at the Teco booth 
No. 1322 will be a Teco-U-Grip joist 
hanger for 2 x 4 members and a new 
type of compression metal bridging to be 
called the Teco Fas-Loc. 

In addition, Teco will conduct a spe- 
cial series of trussed rafter demonstra- 
tions using a new fabricating machine on 
display for the first time. Timber Engi- 
neering Co., Dept. AL, 1319 18th St., 
N. W., Washington 6, D. C. 
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For more New Products, 


see page 65. 








} 


TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 








Cross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 











Bennett 


See Us At 
N.R.L.D.A. 

Exposition 
Cleveland, Ohio 

Nov. 14-17 


BOOTH 
160 


TRADE 


RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


Rip cuts 
Cross cuts or rips panels of 
@ TILEBOARD @ PLASTICS AND 
© HARDBOARD PLASTIC 
© PLYWOOD LAMINATES 


@ ALUMINUM WRITE FOR 
LITERATURE 
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Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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Dealer Pinpoints Which Homeowners 
Are Best Improvement Prospects 


DENVER, COLO. 

F YOU TRY to blanket your area 
with specialized promotion, it’s a 
terrible waste. “For instance, what 
good does it do to mail a promotion 
piece on finishing basements to peo- 
ple who live in homes without base- 
ments?” asks Robert (Bob) Tweed, 


president of Freeway Builders, Inc., a 
lumber firm located in a section of 
Denver which has many new housing 
developments. 

To answer this problem, the young 
Freeway company created a plan 
which tells where and when certain 
homeowners are in the market for 





“47 YEARS" 


Since 


PAMUDO 


(1912) 


Sanded and Rough 
Interior and Exterior 


DFPA and CERTIFIED 
GRADE STAMPED 
STRUCTURAL SHEATHING 


@ CARLOADS FROM MILL 
@ TRUCK SHIPMENTS 
FROM BRANCHES 
@ USUAL DISCOUNTS 
TO QUALIFIED DEALERS 


weeereneereeeeeeeeeeee ee @ 


Sales Agents for 


HARDEL MUTUAL PLYWOOD COMPANY 
HUB CITY PLYWOOD COMPANY 


TACOMA—P.0. Box 1589. Ph. MArket 7-4108 
CHICAGO 38, I11.—4900 S$. Merrimac Ave. 
KANSAS CITY 8, Mo.—1525 W. 31st St. 

ST. PAUL 14, Minn.—2235 Territorial Road 
BALTIMORE 31, Md.—1407 Fleet St. 
ELIZABETH, N. J.—P.0. Box 244 


e@ LUMBER AND LUMBER PRODUCTS 


@ MOULDING CUT TO SIZE 
@ INDUSTRIAL PLYWOOD 


e CUT DOOR STOCK AND 


STOCK MILLWORK 
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PIN IS PLACED on market map to desig- 
nate purchases at lumberyard by Anita 
Graves, bookkeeper. Some pins repre- 
sent more than one purchase. 


specified types of home improvement. 

First they made a survey of the 
homes in various North Denver sec- 
tions—how the homes are constructed 
and what is left unfinished. This data 
was marked on a large map. 

The next step is to determine when 
some building interest starts to take 
place within a given area. “Generally, 
the first sign of activity is in purchase 
of paint. Or, it may be some boards 
for shelving or plywood,” explained 
Tweed. “In these cases a pin is placed 
on the map by our bookkeeper, show- 
ing a purchase has been made. As the 
pegs start multiplying it indicates ac- 
tivity in the area. Since our map re- 
veals the types of improvements which 
can be expected, we start a mailing 
campaign to that area.” 


When they buy. Starting his firm 
three years ago in a new home build- 
ing area, Tweed has become an au- 
thority on his type of customer. He 
figures it takes about three years aft- 
er purchasing a home for an owner 
to re-adjust himself financially. 

The Denver dealer has a mailing 
list of 5,000 names, furnished by the 
Directory Telephone Service. Besides 
direct mail promotion, Freeway 
Builders, Inc. use classified ads in the 
Denver papers, featuring bargains, 
and display ads in area papers. 

On top of this is the free adver- 
tising which stems from friendly serv- 
ice, Tweed said. “We try to make 
each customer feel that we are inter- 
ested in his project,’ he explained. 
The value of friendly service was un- 
covered by Tweed when a single cus- 
tomer spoke favorable of them to his 
neighbors. The result is that every 
homeowner along the man’s block is 
now buying at the Freeway yard. 


Arizona Wholesaler Starts 


Tucson, Ariz.—Certified Whole- 
salers, Inc., a subsidiary of Wood 
Bros. Lumber Co., has leased two 
acres of ground here for a wholesale 
lumberyard. Construction has started 
on a 20,400-sq. ft. warehouse. The 
firm will distribute wholesale lumber 
and building materials, ‘including 
plumbing supplies. 
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Work with your AIM*... Trojan Lumber Company does... 
Bundied lumber benefits builders 


TROJAN LUMBER COMPANY, BURBANK, CALIFORNIA, worked with 
their Acme Idea Man to give customers faster, more efficiently handled 
lumber deliveries. They use Acme Steel Strapping to bundle orders and 
roll-off trucks to speed unloading at the jobsite. (Idea No. U5-6) 
Strapped bundles, such as this load of 10,500 board-feet, are rolled off 
just where builders want them. And they like the way their neat, 
steel-strapped orders resist pilferage, make handling easier 


Acme Idea Man 
John Shaffer works 
with many companies . 
to develop better, Fe | a | and aid jobsite housekeeping. 





foter ns 3 a " Since bundled orders are handled faster, yard trucks now make more 
and improved - : ) 


product handling. 


deliveries per day—an important advantage in providing better 
customer service. 

*Work with your Acme idea Man. He can provide Ideas to 

improve your packing and shipping operations. Write Dept. ABU-109, 
Acme Steel Products Division, Acme Steel Company, Chicago 27, Ill. 

In Canada, Acme Steel Company of Canada, Limited, 743 Warden Ave., 
Toronto 13, Ontario. 


‘STEEL STRAPPING 
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2,000 SQ. FT. HOME of Kitchen Crea- 
tions, a subsidiary of H&S Lumber Co., 
Charlotte, N. C. It includes showroom 
and warehouse. 


KITCHEN SHOWROOM includes 
luxury model at right front and 
moderately-priced unit at left. 
Backing up the luxury kitchen is 
a compact apartment-type kitchen 
display. All displays are wired and 
plumbed. 


PROMOTIONAL = FLAIR—Kitchen 
Creations often uses eye-appeal- 
ing pictures in its consumer adver- 
tising. Here Miss Charlotte of 
1958 poses in display-room kitch- 
en for publicity shot. 





KITCHEN ENGINEER, Warren Vestal, typi- 
fies the high calibre young men chosen as 
specialists by the lumber company's kitchen 


firm. 


MANAGER HAL GILLMAN of Kitchen Crea- 
tions must have landed a contract, judging 
from his smile. Notice draftsman's table and 
neat storage facilites. 


Kitchens Unlimited! 


$250,000 Annual Specialty Volume for Southern Dealer 


Charlotte lumberyard sets up kitchen subsidiary, which in- 
stalls kitchens locally; also is 3-state distributor for 
cabinets. After only a year in business, firm has six sales- 


men, two installation crews. 


CHARLOTTE, N. C. 


OR MANY YEARS, the H&S 
Lumber Co., Inc., here was faced 
with the problem of getting only the 
short end of their kitchen business. 
H&S salesmen were spending time 
selling consumers on the remodeling 
idea. Additional time was spent de- 
signing the kitchens. But when a sale 
was completed, the only profit to 
H&S was on the cabinets. All of the 
rest went to the appliance dealer, the 
plumber, the floor coverings and 
countertop applicators. 

Dwight Davis, executive vice-presi- 
dent of H&S, had often read of the 
profit potential in packaged kitchen 
selling. In 1957 he attended the 
NRLDA Building Products Exposition 
in Philadelphia and learned first 
hand about the success of other lum- 
ber dealers in this field. 


He was so impressed that he came 
home to form a subsidiary firm, 
Kitchen Creations of Charlotte. Un- 
der Davis’ direction, the company 
moved into its own building on June 
1, 1958. 

Within a year the subsidiary turned 
in $250,000 in kitchen sales. The firm 
now sells three carloads of cabinets 
a month, compared with two car- 
loads a year before Kitchen Creations 
was formed. 


Three markets. Two salesmen are 
assigned to the custom installation 
market in Charlotte. Another man 
sells only to builders (materials only 
or on an installed basis). Three 
men on the road, calling on dealer 
accounts. These six men are not just 
salesmen, Davis emphasizes, but are 
kitchen engineers. Each man _ was 
trained in kitchen design and sales- 
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manship. 

“We don’t merely sell cabinets,” ex- 
plained Hal Gillham, manager of 
Kitchen Creations. “We sell knowl- 
edge. People bring us their problems.” 

H&S Lumber’s subsidiary is a dis- 
tributor for Curtis Fashionwood and 
Styletrend cabinets over three states. 

For builders, the firm will make 
field measurements in the morning 
and have cabinets delivered and in- 
stalled within 48 hours. To give such 
service, the firm has its own ware- 
house. There are two full-time crews 
prepared for immediate installation of 
cabinets floor coverings and counter- 
tops. Kitchen Creations also has the 
local franchise for St. Charles and 
Coppes custom cabinets, which are 
made to order. 

Dealer sales. Kitchen Creations 
conducts 2-day annual training schools 
for dealer customers. At the most re- 
cent school they presented such varied 
speakers as a home economics pro- 
fessor from a nearby college, a Home 
Ec director for a power company and 
experts in salesmanship and kitchen 
design. In addition, dealers can send 
salesmen to be trained at any time. 

Other annual meetings are held with 

(continued on page 60) 
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[ASTER MERCHANT Says: 





INCREASE IN DOLLAR VOLUME 
PER CUSTOMER RECEIVING 


HOM 


Sam Price, General Manager of the Forkner-Manger Lumber 
Company of Anderson, Indiana, reports: “‘We at Forkner- 
Manger Lumber Company have kept accurate records over a 
two year period of time on the business that HOME MAINTE- 
NANCE & IMPROVEMENT have brought us. The first year, 
we mailed 100 to our mailing list; we sold 43.9 percent of the 
HOME recipients, an average of $40.27 per customer. The 
second year, we resold 63 percent for an average of $155.37 per 
customer. We increased our mailing list to 500 copies per quarter, 
and sold 72 percent for an average of $162.13 per customer. 
Now in 1959, we subscribed to over 1,000 copies, which is 
evidence in itself that HOME MAINTENANCE & IMPROVE- 
MENT mailed regularly does build business for the Lumber 
and Building Material Merchant.” 

This alert lumber dealer wanted to prove to himself that HOME 
magazine worked for him. His effort assures other dealers that 
with HOME he can start now on an aggressive business building 
promotion TSP program. 


The all NEW! TSP MASTER MERCHANT service .. . 
created by the publishers of American Lumberman, HOME 
MAINTENANCE & IMPROVEMENT and the all new TSP 
service is the only independent—completely integrated dealer 


maintenance 
and improvement 


Oe Papeys 


lumber dealer sales 
service. Designed with 
you in mind alone with 
the flexibility that makes 
it useful and effective for 
the smallest, or largest 
building material dealer. 
MAKES BIG TICKET SALES—With tens of thousands of 
home additions and modernization projects, and thousands 
of new master home plans ordered and stimulated by the pages 
of HOME MAINTENANCE & IMPROVEMENT, its 
MASTER MERCHANTS are quick to realize the value of 
HOME magazine as a basic selling tool. Most dealers interviewed 
tell us that “the homeowner on an average saves HOME for 
from four to five years.”’ This adds the dimension of long life 
to the sales impact of this tested and proven sales builder. With 
copies referred to over the years, your advertising (sales) invest- 
ment pyramids for you each year. 

TSP BUILDS CONTRACTOR BUSINESS — In addition 
to new home and modernization sales, as reported by HOME 
Master Merchant dealers, the Big Plus is the opportunity to 
increase sales with contractors. HOME’s editorial content is 
written to stimulate contractor sales too. Home Master Merchant 





merchandising service in America. 


TSP EXCLUSIVELY FOR YOU—Never before have you 
been able to get such a complete, expertly planned, exclusive 


dealers report that it helps them control the sale (DSC), and 
at the same time, it developes new customers for their con- 
tractor friends. 


ooed mons monty 


~~ pe ead me complete infoimation on 


the all new Home Master Merchant Total Selling Plan. 
| wish to consider it for my 1960 Merchandising Plan. 


reveeeeevecaeseeecoe oes eecesewversveve 


MASTER MERCHANT 
Sseavice 








» | 1 SEReneRs a nOMene coarcanss «RY ZAEN 


THIS ALL NEW MONEY 


MAKING BUSINESS BUILDING 
DEALER OPPORTUNITY TODAY! 


DEALERS: 


Write today for the full story 
on the all NEW Total Sales 








ADDRESS___ 





CITY. ZONE STATE 





Hear and See! The MASTER MERCHANT dealer case histories as filmed and — 
tape recorded on location in large, medium and small towns in the U. S. Here's 
the success stories that will show you how the HOME TSP business building 
service can make money for you. 


NOTE: if you are already subscribing to HOME, we will notify you soon of all 
of the new benefits of the all new TSP service. 
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KITCHENS UNLIMITED 


(begins on page 57) 





contractors, builders and architects. 

Direct-mail advertising is used for 
both the consumer business and for 
the trade. Weekly picture ads are 
placed in the local paper’s shoppers’ 
column. There is also a display at the 
annual home show. 

Displays. The attractive showroom 
of Kitchen Creations is used locally 


for consumer and builder sales. And 
dealers who do not have kitchen dis- 
plays of their own will bring their 
customers to the showroom. There 
are four model kitchens in the show- 
room, each wired and plumbed for 
demonstration. There are also dis- 
plays of floor coverings, cabinet 
woods and countertops. 


DEALER TRAINING—Representatives of 
lumber and appliance firms from four 
states meet at Kitchen Creations’ training ° 
school, staged annually. 


Gillham said that H&S Lumber has 
dropped kitchen cabinets entirely 
since Kitchen Creations was formed. 
Dwight Davis added this comment: 

“This project continues the trend 
that started when carpenter-made 
windows gave way to standardized 
ones. Builders today realize the ad- 
vantages of factory-made cabinets— 
particularly when they are given the 
services of a complete kitchen dealer 
as well. Most people want one-stop 
shopping. This means all the parts of 
a kitchen in a single transaction.” 





PAT. PENDING 


THE MINUTE MAN 


Batterboard 


NEW PROFITS FOR DEALERS 
NEW SAVINGS FOR BUYERS 


We are now seeking dealers for this precision 
Batterboard just being introduced to the construc- 
tion industry. Set of four corners sells for $89.50 
with regular dealer and jobber discounts. Made of 
aluminum and plated rust-resistant steel with 
built-in levels, retractable rules, string clamps 
and ball joint at corner. Permits staking out 
buildings in fraction of time required by old 
method. Accuracy and time-saving features ap- 
peals to all builders. 


WRITE TODAY USING YOUR LETTERHEAD 
AND COMPLETE INFORMATION 
WILL BE SENT BY RETURN MAIL. 


All patents applied for. 


RICHEY MFG. CO. 


2801 Rochester Road, Springfield, Illinois 
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_ WE'RE MAKING BIG MONEY Now THAT WE'RE SUGGESTING | 
SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE / 





"SCOTCH" and the plaid design ore registered trademorks of 3M Co., St. Paul 6, Minn. 
MMienesora (finine ann J)ffanuracturine company 
+++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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Most Lumber Dealers Condemn Use 
Of Loss Leaders in Selling 


Dealers claim sales at a loss are ‘‘unfair to customers and 
other dealers’’ and ‘‘it's only a gimmick that will boomer- 
ang."’ Some yards refuse to sell any item below their list price. 
But in certain areas dealers have been forced into loss-leader 
selling because of competition. 


ANY department stores, drug 
chains and food markets have 
a deliberate policy of regularly selling 
a few items at a loss in order to build 
store traffic. The idea is based on the 
principle that it is worth money to get 
people into the store. Loss-leaders are 
viewed as an advertising expense. 

But lumber dealers almost univer- 
sally oppose loss-leader merchandising. 
Reaction against cut-price selling is so 
strong with some dealers that they re- 
fuse to sell any type of “special.” 

In a nation-wide check by A. L. re- 
porters, most dealers agreed with Joe 
Scavo, president of Standard Lumber 
Co. in Denver, who said: 

“Once you start something like this 
loss-leader gimmick, where do you 
stop?” 

Scavo claimed that his company has 
never knowingly sold anything below 
cost. “We try to recoup our investment 
even when we liquidate an item,” he 
said. 

A fellow Denver dealer, Joe Stookes- 
bury of Economy Lumber Co., said 
there are enough ways to promote spe- 
cials without selling at a loss. “For 
instance, we have made carload pur- 
chases of ping-pong tables or semi- 
trailer loads of ladders. We featured 
these as leaders that were honest re- 
duced values. It gave customers a 
good buy but we retained our usual 
markup.” 

But some dealers look upon any 
type of price reduction as poor busi- 
ness policy. Joe Linden, manager, 
Hawthorne (N.Y.) Lumber Co. said: 

“I don’t approve of cutting prices 
on some objects to get people in. It 
draws the wrong kind of crowd—the 
discount class, we call them. 

“There’s no such thing as a bargain. 
You pay for what you get—if not on 
this item, then somewhere else down 
the line. You give a man a good deal 
on one thing and you're going to try 
to get it back somewhere else. We 
don’t use loss-leaders, never have and 
don’t expect to.” 

Gene McGuire, manager, Troost 
Avenue yard, Daniels-McCray Lum- 
ber Co. in Kansas City, Mo., said 
that cutting prices is a bad habit. “The 
worst part of it,” he said, “is that it 
gets customers into the habit of ex- 
pecting the discount price all the time. 
It is difficult to get prices back up on 
an item or a line after that line has 
been offered at a big discount or as 
a loss-leader item.” 


Unethical? A sizable number of re- 
tail lumbermen feel that it is unethical 
to use loss-leaders. Tom Bransen, Mel- 
rose Lumber Co., Oakland, Calif., put 
it this way: 

“This is a highly unethical business 
practice. If followed regularly, it could 
very well destroy the very narrow 
margin of profit in this business.” 

Don Maffett, general manager of 
Anderson-McGriff Co., Atlanta, Ga., 
was emphatic in stating that his firm 
does not use the loss-leader idea. “I 
don’t think it is an ethical practice and 
I don’t think it is significant in the 
building materials business.” 

Out in Kansas City, Robert L. 
Dierks, general manager of Dierks & 
Son Lumber Co., also believes that 
loss-leaders are unethical. “It can go 
on and on and where is it to stop?” 
he asked. 

A. R. Siler, manager of Tillicum 
Lumber Co., Bellevue, Wash., believes 
loss-leaders are unethical. He also 
thinks that special discounts to contrac- 
tors are not good practice—but he 
has been forced into that practice. 

It’s the customer who is hurt by 
loss-leaders, according to some dealers. 
Mrs. Grace Watson, assistant man- 
ager, Bluffs Lumber & Supply Co., 
Council Bluffs, Iowa, explained this 
point: 

“We do not use loss-leaders. Often 
a firm will have only one such item 
and will disappoint many people when 
it’s sold. It’s not a good practice.” 

“Loss-leaders may get customers 
into a store, but it is unethical adver- 
tising,” said Dean Walden of Bloom- 
dale Lumber, Bloomington, Minn. 

“Usually when a customer sees the 
loss-leader, he’s not satisfied. He then 
settles for a better quality product.” 
Walden does stock lower-grade mate- 
rials, but does not advertise them as 
loss-leaders. 

A Tucson, Ariz., dealer stated that 
“it is not ethical to give things away.” 
Anthony H. Aufdermauer, office man- 
ager for Southwestern Glass and Mill- 
work Co., said that building materials 
dealers cannot afford to give things 
away like department stores do. 

Ben. J. Wrobel, president, S and W 
Lumber Co., Tucson, also said that 
loss-leaders are not quite ethical. “I 
don’t approve,” he said. 

A man’s business is to make money; 
he should do that or get out of busi- 
ness. That’s the opinion of Robert 
Timmerman, manager of Olympus 
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Lumber and Hardware, Holladay, 
Utah. 

“We can cut margins on promotions. 
But there is no need to put items un- 
der the cost price,” he said. 

C. B. Burgeson, Anderson Lumber 
Co., Bountiful, Utah, agreed with Tim- 
merman. “I don’t think it is an ethical 
business practice to sell items under 
cost just to get more people in our 
store. We have never done anything 
like that.” 

Down in Miami, dealer Norwood 
Guthrie said he loved good competi- 
tion but hated unethical competition. 
“I don’t think loss-leader business is 
ethical,” said Gurthrie, who is presi- 
dent of Hialeah Lumber Co. “We 
won’t handle anything which won't re- 
turn a profit,” he added. 

Ethical—but foolish. Other dealers 
felt there was nothing dishonest about 
loss-leader merchandising, but still did 
not approve of the practice. 

“Many ethical firms use loss-lead- 
ers,” explained Eldon L. Burns, Rivett 
Lumber Co., Omaha, Neb., who also 
said that his own company does not 
operate that way. 

“We get repeat trade much more 
than we would get through one-shot 
deals where a customer is attracted by 
what he thinks is a bargain,” Burns 
explained. 

In the same vein, Michael McKin- 
ney, vice-president of McKinney Sup- 
ply Co., Miami, Fla., said: “I don’t 
use loss-leaders and I don’t approve 
of them. But it’s one’s own business 
how he runs it.” 

“Rather than being unethical in it- 
self, the practice of selling at a loss 
tends to mislead the customer,” is the 
opinion of H. H. Buchanan, manager, 
General Lumber Co., Lubbock, Tex. 
“A customer might think that lowered 
prices mean he could be buying ‘sec- 
onds;’ or that the dealer would make 
up the loss elsewhere.” 

Charles Potuzak, president of Wheat- 
ridge (Colo.) Lumber Co., said he 
knew of cases where only one or two 
of a special item were available—and 
these were bought by employes before 
the customer had a chance to shop 
them. “Also, many times the specials 
are of an inferior lot which will not 
stand up under normal usage,” he 
added. This means that loss-leaders 
are gimmicks, and will not result in 
customer satisfaction. 

Some use it. Tony Labita, manager, 
System Lumber Co., New York City, 
typified a small group of dealers who 
approve of loss-leader merchandising, 
although it is primarily to meet com- 
petition. 

“I don’t think it is unethical. You 
have to cut prices in this business, in 
this location, to meet competition. We 
have to do that sort of thing in the big 
city. It’s very common here,” Labita 
said. 

Gene Cofer, partner, Cofer Brothers, 
Tucker, Ga., said that his firm has to 
go along with loss-leader selling at 
times, “but we don’t approve of it.” 

Cofer does not look upon the prac- 
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tice as being ethical or unethical. Of- 
ten it is just the result of competitive 
pressures. Sand and brick were men- 
tioned. “There’s only a 5% markup on 
brick and by the time we handle the 
paper work and pay other expenses, 
we wind up losing money,” he said. 

Paul Kaplan, Kaplan Lumber Co., 
St. Charles, Mo., said he does not ap- 
prove of selling anything at a loss— 
but he’s forced to it to meet competi- 
tion. 

Down in Houston, Tex., the Secur- 
ity Lumber Co. believes strongly in 
loss-leaders. Van Williams, vice-pres- 
ident, said: “In this city it seems to be 
the only way to stay in business.” 

Dimension lumber, shingles, doors 
and redwood are sometimes sold at a 


loss to meet competition, Williams re- 
ported. “Our customers shop us first 
for merchandise that is priced at cost 
or below,” he said. 

In the same city, Roger Taylor, 
vice-president of Taylor Lumberteria, 
said that loss-leaders have appeal to 
women shoppers. “But don’t run down 
your bread-and-butter items,” he 
warned. The specials should be im- 
pulse items such as water glasses, 
knives, garbage cans and the like, Tay- 
lor explained. 

“In other words, other people’s prod- 
ucts—never the lumber and _ building 
materials that come out of your own 
yard,” he said. 

Another Houston dealer, Welden 
Lawther, reluctantly admitted that his 





When you deal in cedar, you have a quality edge over 
other roofing materials. For natural cedar shingles add 
that vital third dimension—thickness—to their other 

attributes of good looks and long life. But always insist 
on Certigrade shingles when you buy. The genuine 

Certigrade label beneath the bandstick is your assurance of 
mill-inspected material that meets or exceeds its grademark. 


RED CEDAR 
SHINGLE BUREAU 


5510 White Building, Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B.C. 5 120m tans 90 ran, ortamarens 


Ant ED Lane 
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firm sold merchandise below cost 
sometimes to attract customers. For 
instance, during peak remodeling sea- 
sons, some paints are priced as loss 
leaders. 

Philadelphia is another area where 
loss-leader merchandising is apparent- 
ly prevalent in this industry. Hiram 
Budd, manager, City Line Lumber Co., 
Camden, N.J., said the practice is used 
by many dealers there. “It is an eth- 
ical practice,’ he said. Budd runs 
these leaders on “anything we pick up 
at a bargain.” He has used it on ga- 
rage doors, louver doors and 2x4-8s. 

Norman Riley, secretary-treasurer, 
J. T. Riley Inc., Philadelphia, feels 
that loss-leaders are ‘not a bad idea.” 
He feels you have to have a “very 
low markup on at least some things” 
to keep the customer interested. The 
markup will be so low at times that 
in reality it is sold at a loss. 

Cats and dogs. While many dealers 
do not use loss-leaders as a regular 
practice, they will sometimes cut out 
profit margins on surplus merchandise 
or so-called “cats and dogs.” 

“Selling a surplus item is a little 
different than using loss-leaders as a 
normal practice,” explained Bill Nah- 
lik, general manager, Nahlik Lumber 
Co., St. Louis. Discontinued lines are 
often those listed as “surplus.” 

Cort Strain, manager of Arden 
Lumber Mart, suburban St. Paul, 
Minn., agreed with Nahlik. “We don’t 
feel that loss-leader selling is a fair 
practice. Nowadays we have to work 
too hard to make anything, so why 
take a loss?” he said. But, his firm 
does clean out “cats and dogs” at very 
low prices. 

Carl Greve, Cordes Lumber Co., 
Cincinnati, put it this way: “We have 
sold a few slow-moving items at slight- 
ly above cost—but only when we 
wanted to convert inventory into cash.” 
He maintained that selling regular ma- 
terials at a loss is unethical. 

Discounts. Most dealers interviewed 
did not feel that discounts. to contrac- 
tors was the same as loss-leaders to 
consumers. However, a few dealers 
said that contractor discounts based on 
anything except volume was not ethi- 
cal. 

For example, Gene McGuire, man- 
ager of Troost Avenue yard, Daniels- 
McCray Lumber Co., said: 

“We do not think it right to offer 
discounts to every contractor who 
comes along. Each must earn whatever 
discounts are granted by volume pur- 
chases and prompt settlement of ac- 
counts.” 

In Seattle, Wash., D. Hyatt, man- 
ager of Hansen Lumber Supply Co., 
summed up the feeling of many deal- 
ers On contractor discounts. “We give 
them even though we don’t want to. 
The practice is so common today that 
it is considered part of the ethics of 
our business.” He emphasized, how- 
ever, that his yard did not use loss- 
leaders and does not advertise any 
special price to either consumer or 
contractor. 


October 26, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





OHIO REPORT: Shopping Your Store 





First Yard Muffed the Sale; 
Second One Didn't 


This is the second in a series of articles describing experiences by Ameri- 
can Lumberman reporters, who shopped lumberyards from coast-to-coast as 
typical customers. Next report: New York. 


“Look around . . . I'll be with you in a minute.” 

To the salesman, that “minute” really meant five min- 
utes. Finally, with a pleasant smile, the salesman greeted 
my wife and myself with: 

“Now what can we do for you?” 

We explained our ideas for finishing our basement into 
a recreation room, our ideas about materials and colors. 
His pleasant smile vanished. Asking to be excused, he said 
he would see what materials the store had. 

He did return, but not until he “waited” upon two cus- 
tomers, a man who bought two pounds of finishing nails 
for 38¢ and a young housewife who needed some “tiny 
screws” that she wanted to hold a plaque on the wall. 

When the salesman returned, he brought a pamphlet on 
plywood paneling and an information sheet on tile floor- 
ing. We departed. 

(Another salesman, who made no attempt to wait on 
the trade, sat behind a desk writing in a notebook.) 

One more try. A few days later I visited another nearby 
suburban lumberyard alone. My theme was the same. 

“I’m looking for some ideas on finishing my basement.” 

“Do you have ideas on what you would like to use and 
about how much you can spend?” asked the salesman. I 
told him I owned a new home (about three years old) and 
wanted to do it right. I explained that I would rather do 
only part now and rest later, if the expenses ran too 
high. I asked about the price of random-width paneling. 
He thought it would be very attractive and suggested that 
I fur my walls. 

“You always have a condensation problem in the base- 
ment and by furring the walls, you can eliminate it to a 
great extent,” he explained. “Are your basement joists 
standard height?” he added. 

I said I thought the basement height was 7’6”. He 
suggested that I drop my ceiling to seven feet, since he 
had available panel boards in a seven-foot length. 

“Otherwise you would have to take an eight-foot length 
and lose one foot on every board,” he said. 

“How large is your basement?” he continued. 

I said that I planned to partition off just one area about 
15’x30’, panel it, install an asphalt tile floor and install 
a built-in bar. 

“Sounds good,” he said, reaching for a sheet of paper 
and a pencil. “Fifteen by thirty?” 

I told him I planned to run a partition the length of the 
basement, separating this game room from the laundry, 
furnace and bathroom. 

Good salesmanship. “You could build a standard stud 
partition and use wallboard in the laundry area,” he ad- 
vised. 

After jotting down a few figures, he said I would need 
about 50 2x4-8s for a wall partition and about seven 
anchor bolts and expansives to hold a plate to the floor. 

“I could send out the studs tomorrow, if you wanted to 
get started this weekend,” he said. “In the meantime, | 
can drop by your house and take a look at the basement 
and bring some literature for you and your wife on fin- 
ishing ideas. 

“Sounds good,” I replied. “But let’s hold up the 2x4s 
until after the first of the month. I'll be on vacation. Give 
me a call next week and we'll set up an evening to look 
over the ideas for refinishing the basement.” 

The salesman wrote down my phone number, thanked 
me and said I'd hear from him. 

P. S. I called the salesman today and ordered the studs. 
I’m taking my vacation a week earlier. 





REDUCES PAINT REQUIREMENTS 


Noyo treated siding needs no back-priming on 
the job site. Paint flows on easier, covers more 
because oils are held in the paint coat and not 
absorbed by the wood. 

@ IMROVES NATURAL WEATHERING 

@ INCREASES RESISTANCE TO MILDEW 


@ PROTECTS AGAINST WARPING, SPLITTING, 
SHRINKING, SWELLING, SPOTTING, STAINING 


If your customers build in wet weather, stock 
and sell Noyo Water Repellent Mill Treated 
Siding. Contact your Union Lumber Company 
redwood source today! 


® CERTIFIED KILN DRIED 
® CHOICE OF PATTERNS 
© CHOICE OF GRAIN 


UNION LUMBER COMPANY 


TREE FARMERS AND MANUFACTURERS 
FORT BRAGG - CALIFORNIA 


SAN FRANCISCO PARK RIDGE, ILL. 
LOS ANGELES NEW YORK 


Sales Representatives Throughout the Nation 


Member California Redwood Association 
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For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch iumber, rough. 








Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
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Load butted against pillar .. . 


Staggered Piling Speeds Handling 


Substantial savings in filling orders 
for delivery are made when you 


stack lumber from rail cars in the 
fashion shown above. 
The reason is that you simply 


count layers instead of pieces when 
order-picking, says Dean Whipkey, 
yard foreman for Hogsett Lumber Co., 
Boulder, Colo., who set up the 
process. 


“For example, a customer wants 
an order of fifty 2x4-16s. We would 
simply count out two layers plus four 
more pieces, since 2x4s are stacked 


FILLING DIMENSION- 
AL ORDER is fast at 
Hogsett Lumber. Fork 
truck operator Buss 
Wetlanfer lifts stag- 
gered piles so yard 
foreman Dean Whip- 
key can insert block. 


Truck moves to left 
and swiftly removes 
order. 


four rows of 12 in each row. This is 
done in a tenth of the time needed to 
count out the 50 individually,” Whip- 
key explained. 

The stacking method takes no 
longer to pile than conventional ways, 
he said. The lumber is butted against 
a 4x4 plywood bulkhead in such a 
way that alternating every fourth row 
extends out 4” beyond the four-layer 
immediately below it. 

Hogsett Lumber maintains a stock 
of about 25 carloads of dimension. 
Howard Hogsett is manager of the 
firm. 
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new PRODUCTS 


Has Economy Ventilating Fan 


A new Leigh ceiling-type economy 
ventilating fan has many built-in cost- 
saving features, too. The fan housing is 
designed to take 8” duct; no reducers 
are needed, says maker. No framing is 
required either, since the fan is installed 
with just six nails or screws on only one 
joist, saving costly installation time. 

The unit has a powerful, four-pole 
motor, totally enclosed to prevent grease 
and dirt from clogging motor parts. The 
fan is six-bladed aluminum with an ex- 
ceptional 593 c.f.m. of free air. Its eye- 
catching grille is made of heavy high im- 
pact Polystyrene with a gleaming mirror- 
like plated finish. 

Market data. Designated No. 5508, the 
ventilating fan has a suggested retail 
price of $15.34. Available now from 
distributors, it is primarily an item for 
contractor sale. The fan and grille are 
packed one each or in bulk pack of six 
in special damage-proof cartons. Dealer 
sales aids include literature and a display. 
Leigh Building Products, Div. of Air 
Control Products, Inc., Dept. AL, Coop- 
ersville, Mich. 
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A New 71/,” Saw Cuts Deeper 


Designated the D-725, a new 7%” elec- 
tric portable circular saw is announced 
by the Disston Div. A feature of the new 
saw is its depth of cut. It cuts 2 9/16” 
deep at 90° and 2-5/32” deep at 45°, 
says maker. Other features of the saw 
include a detachable safety cord, making 
it easy to replace cut cords and to store 
the saw easily, a lightweight die-cast 
aluminum housing with lustrous Diss- 
Glaze finish and a new lever lock bevel 
and depth adjustment with a wrench- 
type setting. This type lever allows the 
user to compensate for wear by reposi- 
tioning lever before retightening, it is 
said. A cutting guide and rip fence al- 
lows easy following of a penciled line 
while cutting. The hand saw handle 
provides easy guiding of saw. 

Market data. Suggested retail price of 
the D-725 is $84.95. It is primarily an 
item for sale to contractors. Disston 
Div., H. K. Porter Co., Inc., Dept. AL, 
Unruh & Milnor, Tacony, Philadelphia 
35, Penna. 
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Introduces a Nite Lite as a 
Home Safety Aid 


A new Panelescent Nite Lite provides 
a soft jade-green light to guide a person 
at night through a normally dark room, 
hallway or stairway. It will operate day 
and night for five years at a cost of 3¢ 
or less per year for electric power, says 
maker. Only .025 of an inch thick, the 
lamp produces a uniform light without 
the use of bulbs, tubes, filaments or 
cathodes. Its construction consists of a 
porcelainized steel sheet with a ceramic- 
phosphor coating. 

The Nite Lite plugs directly into any 
wall or baseboard receptacle with no 
wires, fixtures or switches needed. The 
plug-in prongs on the back of the unit 
are positioned off-center so the Nite Lite 
does not obstruct the other plug in a 
two-plug receptacle. 

Market data. Suggested retail price of 
the Nite Lite is 98¢. It is being intro- 
duced by the maker in an attractive 10- 
unit merchandiser shown in photo above. 
The tent-type counter merchandiser re- 
quires only 42 square inches of space 
and it is ready for instant use when re- 
moved from its shipping carton. Sylvania 
Electric Products, Inc., Dept. AL, 730 
Third Ave., New York 17, N. Y. 
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Farm Roofing with a Rainlock Lapping Device 


Aluminum farm roofing with a Rainlock lapping device 
as shown in lower right of photo at right is announced by Reyn- 
olds Metals Co. The roofing has a V channel over to the side 
instead of in the center of the rib. This permits top-nailing, 
eliminates unattractive sagging and bulging of the metal be- 
tween purlins on the underside and insures a tighter, leak-proof 
roof, maker states. With top-nailing, the new Rainlock roofing 
is easy to apply, saving time and money. It has a non-syphon- 
ing drain to block any possibility of leakage at the side lap. 

Market data. The new Rainlock is available on Reynolds 
heavy (.0215) gauge diamond embossed roofing and the firm’s 
lighter (.019) gauge all-purpose stucco-embossed roofing. The 
farm roofing is available in 50” widths for easy 48” coverage 
between purlins and in lengths from 6’ to 16’. The roofing 
carries a Lifetime warranty as well as the Reynolds Certificate 
of Guaranteed Equity. Available now from 90 building mate- 
rial distributors, the roofing is an ideal item for both consumer 
and contractor sales. A complete sales promotion kit is avail- 
able to dealers. Reynolds Metals Co., Dept. AL, 6601 W. 
Broad, Richmond 18, Va. 
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Two New Self-Service Gondolas 


A major feature of two new gondolas 
is the maker’s exclusive shelf bracket, 
designed for fast installation and adjust- 
ment. The gondolas are equipped with 
removable bins available in five sizes to 
accommodate every type of small parts. 
The light metal drawers, finished in a 
standard yellow, rest at a forward tilt 
for maximum display of contents. They 
range in price from 73¢ to $4.25 for the 
largest. 

The gondolas are sturdily constructed 


and are easily movable. Base and shelves 
are wood; end panels (optional) and top 
panel are perforated hardboard for var- 
ious displays. 

Gondola No. FW38-B, 3’ wide x 8’ 
long, is 58” high overall; it is priced at 
$260.20, complete with all accessories. 
Gondola No. FW35-B, 3’ wide x 5’ 
long, also is 58” high; it is priced at 
$182.90, fully equipped. W. C. Heller & 
Co., Dept. AL, Montpelier, Ohio. 

Circle No. 212 on Handy Cover Card 


Precision Batterboard Saves 
Time and Expense 


A precision instrument to replace the 
old cornering system in staking out foun- 
dation lines is announced. Called the 
Minute Man Batterboard, it is con- 
structed of aluminum and steel and is 
equipped with sliding built-on levels and 
retractable rules for each arm. The ball- 
and-socket corner joint allows leveling of 
each horizontal arm independently with- 
out distortion to the other. 

The sharp point of the 1” diameter 
driving stakes make them easily inserted 
and removed from the ground. A feature 
of the sliding unit on each arm is the 
quick-hold string holder, which auto- 
matically places the taut string at the 
predetermined level of the corner or be- 
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ginning post. Two men with the Minute 
Man Batterboard now can lay out a build- 
ing in a fraction of the time required 
by the old scrap lumber method, says 
maker. The batterboard is sold in sets 
consisting of four complete corner units 
and is priced at $79.50 retail. Richey 
Mfg. Co., Dept. AL, 2801 Rochester Rd., 
Springfield, Ill. 
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A Mixer That Mixes Everything 


The new KOL Mixal Mixer with its 
exclusive Selecto-Matic Mixing allows 
you to select and set any of four angles 
for every type of mixing job with just a 
touch of a toe. The Selecto-Matic lets 
you mix paint, feed, seed, plaster, slurry 
mixes, as well as cement and mortar 
using the same mixer. All you do is se- 
lect the correct angle for the mixing 
drum, turn mixer on for about two min- 
utes, then remove pail and pour. 

Designed for one-man use, the Mixal 
is complete in itself, needs no mortar 
box, hoe or wheelbarrow, says maker. 
You can mix enough for an 8’ x 3’ 
sidewalk in just one hour; a 50-pound 
batch mixes in just two minutes. Oper- 
ates anywhere, needs no _ fastening 
down. Complete unit packs kd in the 
five-gallon pail that serves as mixing 
drum. 

The KOL Mixal Mixer is ideal for 
building barbecues, benches, incinerators; 
laying bricks, cement blocks; pouring 
foundations, sidewalks, patios; patching 
walls, sidewalks, floors; repointing chim- 
neys, walls, fireplaces. Retail price of 
the mixer is $29.95 without motor. It 
can be used with any % hp electric mo- 
tor. KOL, Inc., Dept. AL, 2323 Ellis 
Ave., St. Paul 14, Minn. 

Circle No. 214 on Handy Cover Card 
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99 Ways to Sell at 2 MIRACLE TUB-CAULK 
racer | SENOATIONAL 
FREE GOODS 


Art Hood says “Here's a Sree 
~ gh gaeacgtcocee FOR LIMITED TIME 
cessful answers for when ee 


the buyer says ‘Your 


pice is too heh” al, |] YQU MORE THAN DOUBLE YOUR MONEY! 


this book contains 99 
ways to sell at a profit 





Arthur R. Hood, i -pri = 
Chairman of Editorial against cut-price compe 
Board, American tition. 
Lumberman Magazine ‘More than 4,000 top 


dealers have paid a total of almost $400,000 to 
get this same kind of information, as part of my 
Lumber Dealer Management Workshops."’ 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 





Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

To order simply fill in the coupon below and 





















































send to address indicated. Your order will be 
sent to you by return mail. YOUR SPECIAL BONUS PACKAGE CONTAINS: 
Note: please enclose money order or check 
with your order—we cannot afford to bill you 1 display 100T (6 Tubes 4'/2 oz. Tub-Caulk) 
t th | ices. 
. soc ny mt spo Fs now! 2 extra 4% oz. ($1.00 retail) Tubes... FREE 
8 Tubes 4% oz. Tub-Caulk sells for $8.00 

SS pannaannnnn nanan costs you $3.60 
| | 
| AMERICAN LUMBERMAN YOUR PROFIT | A SENSATIONAL 
| 59 East Monroe Street > 8) 
| Chicago 3, Illinois Oo 
1 j Es) 
Please send me copies of ‘99 Ways to Sell at a PROFIT 
; Profit Against Cut-Price Competition.'’ Money to cover | - 
| is enclosed. a sensational 55% profit on Tub-Caulk. 
Reported by store after store as their fast- 
' est selling item. Customer acceptance and 
| Name Stole an | 9 enthusiasm for Tub-Caulk increasing! 
Easy-to-use nozzle for neater, faster Tub- 
| Company | Caulk application! 
Dramatic, eye-arresting display. or 
See G Re ~~ | APPLIES LIKE TOOTHPASTE. STAYS BRIGHT, WHITE FOREVER | 
! j . 
Bence semi tee | BACKED BY BIG ADVERTISING CAMPAIGN! 
| | 
| | 
} es '| | MIRACLE ADHESIVES CORPORATION 
GOR Re eee : 250 Pettit Avenue, Bellmore, Long Island, New York 











October 26, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 133 on Handy Cover Card 67 





new SALES AIDS 








Smith-Valspar Marine Finishes 


A dealer can turn less than two square 
feet of floor space into a profit-making 
center with the eye-catching display rack 
and Smith-Valspar marine finishes 
shown in photo above, maker announces. 
The new rack is constructed of tubular 
steel and is finished in bronze. It has 
seven black wrought-iron gravity-fed 
shelves and it is topped by a three-color 
silk screen metal sign. 

Smith-Valspar Marine Finishes are de- 
signed for quick turnover sales. Offered 
in a large variety of colors or clear fin- 
ishes, they not only protect against acids, 
fumes, wind and weather, but will beau- 
tify any boat for years, it is said. The 
Valspar Corp., Dept. AL, 7 E. Lancaster, 
Ardmore, Penna. 

Circle No. 216 on Handy Cover Card 


A New Whirligig Display Mount 


A new lock conversion kit announced 
by P. & F. Corbin div. provides do-it- 
yourselfers with an easy way to new 
door styling. Called Bright Beauty, the 
new kit contains detailed installation in- 
structions. Oversize plates cover up all 
markings and screw holes from previous 
installation. It can be used with both 
Guardian and Defender locks, other 
brands, too, maker states. 

With an order for 20 conversion kits, 
a dealer receives a new Whirligig dis- 
play mount shown in photo below free 
of charge. A dealer also may purchase 
the display without an accompanying or- 
der for $11.40. P. & F. Corbin Div., 
The American Hardware Corp., Dept. 
AL, Washington St., New Britain, Conn. 

Circle No. 217 on Handy Cover Card 
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For Details See New 
Inquiry Card on Back Cover 





Roll-Edge Sample Unit 


A compact selling tool for Vinyl Plas- 
tic Surfacing actually demonstrates how 
the flexible counter-top and wall cover- 
ing material can be coved. It also shows 
all 14 patterns in the line, eight in the 
Granette design and six in the new 
Starglow pattern series. 

Measuring 2” wide and less than 5” 
tall, it is compact enough to fit into a 
salesman’s sample case. It also may be 
used as a counter display. Price of the 
roll-edge sample unit, including the 
complete line of samples, is $1.25. Re- 
tailers may obtain the unit from Arm- 
strong wholesale distributor. Armstrong 
Cork Co., Dept. AL, Lancaster, Penna. 

Circle No. 218 on Handy Cover Card 


Free Coloring Book 


An eight-page, 7”x10”, coloring book 
for youngsters is filled with pictures of 
the amusing antics of a bear cub. Re- 
tailers of Bear sandpapers and Bear 
tapes may obtain it without charge by 
writing to the manufacturer. 

Text and pictures include not only 
entertainment for the child, but also 
suggestions for his parent on the use of 
cellophane, masking and strapping tape 
in the home or workshop. Behr-Manning 
Co., a Div. of Norton Co., Dept. AL, 
Troy, N. Y. 
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Stanley Display Integrates Power Tool 


Attachments and Accessories 


sree 


Stanley Tools and Stanley Electric Tools have developed a iti ae 
new merchandiser bringing together all the basic, multi-pur- 

pose power tool attachments and replaceable related accessories 
on one unique rack, Designed with the retailers’ limited display 
area in mind, the merchandiser (No. AD 59) measures 36” 
wide, 22” high and 11” deep. It can be hung on a wall. It also 
includes three brand-new attachments. 

The merchandising package is offered complete with wire 
fixtures. Each item is provided with a brief description and cost 
information. In the package are one new High Torque Drive, 
two new Right Angle Drive and two new Screwdriver attach- 
ments, two Swirlaway ball-joint sander and two Sander and 
Polisher Kits, eight Power Bore Bits, eight Screw-Mate combi- 
nation drill and countersinks, two Plug Cutters and two Coun- 
terbores. Among the accessories are an orbital sanding pad, 
tungsten carbide permanent abrasive sheets and discs in four 
different grits, sandpaper discs in assortments of five and pol- 
ishing bonnets. 

Total cost to the dealer of the No. AD 59 merchandiser is 
$84.55, including tool stock and display fixture. Retail value 
of the tool stock only is $115.85. Stanley Tools, div. of The 
Stanley Works, Dept. PD-AL, 111 Elm St., New Britain, Conn. 
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NL ee a Sew aS eee 


How’s Business ? 





Lumber Dealer Sales Pulse 


Marketing Regions (see mop poge 70) 





Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
Atlantic Atlantic Atlantic Central Central Central Central 
Sales: Sept. ‘59 vs. 
Sept. '58 + 7% + 6% —20% —20% +15% +15% Steady +25% + 5% 
9 months '59 vs. 
9 months '58 +12% +10% —20% —15% +20% +25% +20% + 30% + 10% 
Accounts receivable: 
Sept. 30, '59 
vs. Sept. 30, '58 Same +10% —18% —25% +10% + 30% + 10% + 8% + 5% 
Inventory: Sept. 30, '59 
vs. Sept. 30, ‘58 Same —12% —20% + 3% + 10% +10% +10% + 5% t+ 4% 
Next quarter's sales 
estimate +10% —20% Steady Fair Good +25% +10% Good +10% 
September weather Good, Hot, dry Excellent Wet Good Good, Good, some Fair Good 
some rain rain 


warm 


Wet weather in parts of the nation held back dealers’ 
sales but, for the most part, September brought excellent 
building weather. Most September rain was reported in the 
Great Plains area, zones 6 and 7. 

Dealers expect to end the year with good business vol- 
umes, with the single exception of the middle Atlantic states 
where the outlook was reported to be down about 20% from 
a year ago. In general, the year may end with 15%-18% 
sales gain over a year ago. 

Government figures for retail lumber and building mate- 
rial dealers’ sales through July show an increase of about 
10% over 1958, on a seasonally adjusted basis. In com- 
parison, sales of automotive dealers were up about 20%, 
about the same as the sales increase enjoyed by all retailers 
during the period. 

The cost of housing in the government’s consumer price 
index rose from 127.9 in August, 1958 to 129.3 in August, 
1959 (based on 1947-49 equaling 100). 

Concern for building in general and for all business is 
mounting as the steel strike drags on. Industrial purchasing 
agents are reported to feel that the level of the entire econ- 
omy is tied directly to a steady and adequate supply of 
steel. A mid-October report by the National Association of 
Purchasing Agents reports for the first time since April, 
1958 a decline in new orders; 37% of the reporting pur- 
chasing agents said their firms have lower inventories than 
in August. The steel strike caused some purchasing agents 
to state their concern over the lull in the generally improv- 
ing employment picture. 

Single family housing continued to gain in volume during 
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August, according to F. W. Dodge Corp. Apartment build- 
ing, which had been increasing over 1958, dropped sharply. 
Before August, apartments had gained 32% during the first 
seven months of 1959 and for the first eight months, 17% 
of all housing units had been apartments. In August, apart- 
ment volume dropped 19%, Dodge said. 

A look ahead at population growth and its effect on home 
building is now not expected to create a sudden economic 
boom, but rather a steady upward thrust. This kind of in- 
crease will not cause a housing crisis similar to that follow- 
ing World War II, and comparatively modest annual plant 
expansion will handle it, according to Prof. D. J. Bogue of 
the University of Chicago. 

New lumber orders as an index of building to come in 
months ahead appear to be telegraphing a continuation of 
good building volume. According to the National Lumber 
Manufacturers Association, southern pine’s new orders at 
the beginning of October were 109% ahead of last year; 
Douglas fir’s were 114% ahead; western pine’s were 110% 
ahead. Oak flooring’s new orders were 116% ahead of last 
year and only maple flooring’s new orders lagged behind, 
with 64% of last year’s volume. 

Home improvement work this year is amounting to $22 
billion, according to W. R. Wilkinson, vice-president, Johns- 
Manville Corp. This is close to one-third of the total invest- 
ment in construction this year. He said the unexpected con- 
tinuing surge in home improvement and replacing of obso- 
lete buildings is one of the reasons J-M has had to revise 
upward its 1959 building forecasts three times this year. 
The firm’s current 1959 new homes expectation now stands 
at 1,380,000, with about 1,260,000 expected next year. 


HOUSING STARTS BY TYPE OF STRUCTURE 
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what's the PRICE? 


_ Price firmness in Douglas fir and west coast hemlock lumber 
items was reported in this period by dealers in the midwest and 
eastern states. This was coupled with general softening and lower 
prices of fir plywood in almost all areas of the nation. Some south- 
ern pine items were softer, too, in dealers’ pricing to contractors, 
although in zone 7 these items were priced a bit stronger. 

Balancing these reductions, dealers reported a_ stiffening of ( 
prices in many insulating board items, even including the price 
football 25/32” sheathing. This was especially noticeable in the 
western states, with price firmness in the midwest largely limited 
to ceiling tile items. 

Knotty pine paneling prices to contractors also showed some 
firming, especially in zones 2 and 9. Hardwood flooring prices 
charged by dealers moved down in zones 1 and 5, while some 
firming on red cedar shingle prices was seen in zones 2 and 7, 
off a bit in zone 9. 


o 
Current Retail Price Levels 
(American Lumberman's opinion of retail prices to typical one-house contractors, based on current reports received from leading dealers.) 
Zonel Zone 2 Zone 3 Zone 4 Zone 5 Zene 6 Zone 7 Zone 8 Zone 9 
North Middle South ast North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: i 
Dimension: Std. & Btr. green R/L 2x4 $145 $145 $145 $145 $145 $145 $135 $140 $i16 
Std. & Bir. dry R/L 2x4 $145 $145 $155 $150 $145 $150 $145 $150 $120 
Std. & Bir. green R/L 2x10 $145 $145 $150 $145 $150 $145 $135 $140 $120 
Std. & Btr. dry 2x10 R/L $145 $145 $155 $155 $160 $150 $150 $150 $120 
Boards: Std. & Bir. green R/L 1x6 and 1x8 $105 $130 $145 $135 nie $140 $135 $135 $120 


West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $130 $145 $140 $142 $145 $145 $140 $125 $100 
Std. & Bir. dry R/L 2x10 $130 $140 $145 $147 $150 $145 $140 $120 $120 

Boards: Std. & Bir. dry R/L 1x6 and 1x8 $110 $140 $133 $140 $145 $140 $135 $176 $100 


Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L $458 or 


shiplap 
No. 3 & Btr. dry R/L 1x8 S458 or 


shiplap 
No. 4 Btr. dry R/L 1x8 S4S or 
shiplap 
Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $115 $125 $115 $130 $120 
No. 2 & Bir. dry R/L 2x10 $117. — $120 $145 $140 


Boards: No. 2 & Btr. dry R/L 1x8 S4S or 
D & M or shiplap $130 $135 $115 $130 $125 





$240 $200 $200 $180 $190 $185 $190 $180 
$185 $180 $160 $135 $145 $130 $140 
$160 $122 $130 $115 $ 80 $110 $120 


Hardwood Flooring: 
Clear eck 25/32"x2%4" $285 $290 $240 $270 $275 


Select oak 25/32”x24,” $270 $280 $205 $290 $245 


Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $235 $230 $220 $190 $200 
No. 3 ponderosa pine R/W $215 $220 $200 $175 $180 


Weed Siding: 
Redwood bevel siding %"x10” $310 $300 $265 $280 $290 
Cedar bevel siding %”x10” $295 $290 $265 $260 emm 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
label 





PLYWOOD: 
Fir, Ve" DFPA-AD interior glue 
Fir, Ve" DFPA-AD exterior give 
Fir, %” DFPA-CD sheathing interior glue 
Fir, Ye” DFPA-CD sheathing interior give 
Fir, %" OFPA-CD sheathing interior glue 
Birch, V4" A2 
Philippine mahogany, V4” rotary cut 


MILLWORK: 
Phil. mahogany flush door 
14%"-2-6x6-8 
Birch flush door 14%4"-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 

Outside white paint, first grade 

8d common steel nails ‘ 
Mineral wool insulation, full thick batt $ 72. 
Wood fiber blanket, std thick $ 75 
Ceiling tile 12x12” $135 
Acoustical ceiling tile 12x12” $185 
Ya" insulating building board $ 85 
25/32” insuleting sheathing $140 
%” gypsum wallboard $ $ 57 
Y%" tempered hardboord $205 $200 $200 $200 $210 
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Last Chance To Attend 
Management Workshops 


EARLY 5,000 executives from 3,081 retail lum- 

beryards have “graduated” from Art Hood’s 
Management Workshops. More than 100 men have 
taken the workshop twice. 

This is the renowned retail training course which 
often increases sales 25% and net profits up to 50%. 

Upon his return from conducting two eminently 
successful dealer workshops in Australia, Art Hood 
has announced that he will conclude his series of 
workshops in July, 1961. 

“T’ve set as my goal 100 workshops. This will be 
reached at the workshop we will conduct for the 
Middle Atlantic Lumbermen’s Association at Atlan- 
tic City in July of 1961,” Hood said. 

Retailers are advised to register early for the re- 
maining workshops. Dealer after dealer has testified 
that the workshops are “nothing less than a complete 
rejuvenation for my business.” 

t the course is. Each workshop is an informa- 
tive, fact-packed week of compressed practical 
knowledge which will profit any retail executive for 
a lifetime. For companies whose profit is unsatisfac- 
tory, it provides the plans and equipment for the de- 
velopment of a sustained satisfactory net profit. 

It is a refresher course for owners and managers. 

Each workshop costs approximately $110. For 
this the student usually receives two meals a day, his 
textbooks and all necessary supplies. Hotel expense is 
extra. 

The last of the workshops are now scheduled. Reg- 
ister now for a winter or spring session. “There was 
at least one idea worth a thousand dollars to me in 
every hour I spent in the workshop,” one dealer said. 


WINTER WORKSHOP SCHEDULE 


Dec. 7-11, 1959 — Carolina Lumber & Supply Associa- 
tion and Dist. No. 2, Hotel Barring- 
ton, Charlotte, N. C. (Workshop No. 
90). 

Jan. 20-24, 1960 — Texas Lumber Dealers Association, 
Austin, Tex. (Workshop No. 91). 

Feb. 24-28, 1960 — Southern California Lumber Dealers 
Association, Santa Monica, Calif. 

Mar. 14-18, 1960— Western Retail Lumber Dealers As- 

sociation, Seattle, Wash. (Workshop 
No. 93). 

April 13-17, 1960— Ohio Association of Retail Lumber 
Dealers and _ neighboring _ states, 
Granville, Ohio. (Workshop No. 
94). 

Send your reservations to the sponsoring association. Or, 

you may notify American Lumberman, 59 E. Monroe St., 

Chicago 3, Ill. 





MANAGEMENT WORKSHOP-IN-PRINT 





Markets are People — 
In Specialized Groups 


In retail lumber and building products merchandising 
the sales and advertising manager will find that 100 or 
more types or groups readily lend themselves to specialized 
promotions. 

(Some examples: Owners of wood sided houses 25 or 
more years old would be fertile ground for a residing cam- 
paign either in the mails or through door-to-door selling. 

Owners of tract built houses who were not provided with 
garages could be bombarded with garage advertising. 

Bridge engineers, bridge lumber; department stores, per- 
forated board; farmers, pre-fab specialty buildings, etc.) 

Any dealer could find in his classified telephone direc- 
tory more than 100 consumer-classifications for whom such 
group promotions could be built on a specialized basis. 

The following list, by no means complete, will indicate 
to the promotion minded dealer the tremendous opportuni- 
ties that exist in the specialized group approach to People 
as Markets. 


Architects 
Motels 
Hotels 
Women 


Grain elevators 
Excavating con- 
tractors 


Home owners 
Renters 
Occupants-sub-stand- 

ard homes Estate managers 
Acoustical contrac- Realtors Farmers (12 

tors Racial groups kinds) 
Air conditioning Language groups Newlyweds 

contractors Nationality New parents _ 
Insurance companies __ groups Migrant families 
Insurance adjusters Vacant lot owners 2 bedroom home 
Boat builders Engineers Owners 
Cabinet makers oe Leen 

s ' nstitutions esort owners 

Department stores Governments (4 Sub-contractors 
Kennels levels) Brick manufac- 
Grain storage COM- Warehouses ames 

ost te Stores Cement block 
Factories Office buildings mfrs 
Tourist camps Schools Outdoor advertis- 
Dairies Hospitals ing companies 
Oil industry Public utilities (see list of 1001 
Artists Purchasing uses for lumber 
Trailer occupants agents and plywood) 
Building managers 


Some extra profitable dealerships employ salesmen from 
within the group to sell and serve his group. (Example: 
Spanish speaking salesman for Mexican population, a Ne- 
gro for the Negro market, Polish speaking for the Poles, a 
farmer for calling on farms, etc., etc.) 

The use of this “Markets are People” approach will 
build extra profits for an enterprising dealer. 

AAH 
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Acme Quality Paints, Inc 
Acme Steel Co. .... 
Amerock Corporation . 


Barclite Corp. of America 
Bennett Mfg. Co., Richard C 
Borden Co., Th : 
Bunyan Lbr. Co., Paul 


Celotex Corp., ‘The . 
Cohn-Hall-Marx Co 
Continental Steel Corp 


Dexter Lock Division, 
Dexter Industries, Inc 


Elite Fabricators 
Evergreen Supply 


Farley & Loetscher Mfg. Co. 
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Sub. of Cyanamid . 


Georgia-Pacific To 
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Calumet & Hecla, Inc 
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Inland Steel Products Co 
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Minnesota Mining and Mfg. Co. ........... 60 
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National Lock Co., 
Medalist Hardware Div. ..... 
National Retail Lumber Dealers Assn 


Pacific Mutual Door Co 


Red.Cedar Shingle Bureau .. 
Richey Mfg. Co. ..... 


Southern Pine Assn. ‘ 
Southwest Lumber Mills, Inc 


Tennessee Stove Works .. 


Union Lbr. Co. 

U. S. Steel Corp. 

U. S. Steel Supply, 
Div. of U. S. Steel 


Warp Brothers 
Wells Lbr. Co., J. W. 
Wisconsin-Michigan Group .. 


Yale & Towne Mfg. Co., The 


‘Have You Overlooked This’’ 


The following manufacturers were carried 
in the Oct. 12 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for Bg ad convenience. Use 
the Handy Cover Card for more information. 


Acme Quality Paints, Inc. ............... 52 
Fashion-Right color service gives custom- 
ers the exact color “Acme Quality 
Paint,” “Super Kem-Tone,”” “Ken-Glo,” 
and “‘Loxon.” 
Aluminium Limited 
Free 36-page booklet of aluminum home 
remodeling tips offered to consumers 
helps boost dealer's sales. 


Aluminum Co. of America P 
Write for information on Alcoa combina- 
tion doors and windows, siding, gutters 
and downspouts, and screening. 


American Steel & Wire, Div. of U. S. 
Stee! 


i 18 
Descriptive catalog offered in USS Amer- 
ican Nails. 
Behr-Manning Co. 6 
Free display kit featuring easel-mounted 
add reproduction offered to speed up 
—— sander rentals and sand paper 
sales. 


Bestwall Gypsum Co. 
Free, sales-building 
offered on Bestwall 
sum wallboard. 


Bruce Co., E.L 
Bruce offe 
Plank” Hardwood floors. 


Capri Sales Inc. 
nformation furnished on budget priced 
Capri Cadet and Custom Deluxe Capri 
a all aluminum sliding glass 
oors. 


Consumers Glue Co. 

Products of merit—Patching Plaster, Crack 
Filler, Spackling Compound, and Plaster 
Paris. 

Dicks-Armstrong-Pontius 

Promotion and advertising program puts 
push behind DAP line. 

Dodge Reports 1 

Free booklet—“Dodge Reports—How to 
Use Them Effectively’’—available. 


Evans Rule Co. : 2 
New “Holster Pak” rule packaging is great 
merchandising aid. 
Firestone 
The dependable service given by Fire- 
stone truck tires can cut costs on build- 
ing material deliveries. 


Flintkote Co. 
Write for details on “Seal-Tab”’ 
Flintkote Co. _ 56 
Flintkote’s Fall Collection Kit for ‘Tile- 
Tex” flooring offered. 


Fortex Industries, Inc. Tr 36 
Competitively priced cement pail is prac- 
tically indestructible. 


General Tire & Rubber Co. ............. aw 
Profit package of merchandising materials 
is available to “Bolta-Wall” tile dealers. 


Georgia-Pacific 
Manufacturer offers information on “Fam- 
ily-Proof” Paneling, and details on new 
floor display. 
Georgia-Pacific 


86 
Manufacturer offers sample of GPX-Ma- 
rine Green—new overlaid plywood. 


» 


promotion material 
wood-grained gyp- 


3 
shingles. 








100 for $25.00 
100 for $40.00 


12” to 18” 
18” to 24” 


P. O. Box 341 e 





100 ESTATE HEMLOCK $25 © 


CANADIAN HEMLOCK 
Graceful and Beautiful. Ideal for Hedges, 
Screening, Backgrounds and Reforesting 


F.0.B. SHIPPING POINTS—PACKING FREE 
EVERGREEN SUPPLY 


SHIPPER SINCE 1925 


See 
Handy 
Cover 
Card 

For 


Fast 


1000 for $200.00 
1000 for $300.00 


Inquiry 


ERWIN, TENN. ‘ 
Service 














72 Circle No. 135 on Handy Cover Card 


Homasote 
Full details available on Homasote ‘“‘Easi- 
Bild” patterns for Christmas displays. 
Insulite Div. 57 
New Insulite program sells the contractor 
and the do-it-yourselfer. 
International Salt Co., Inc. 73 
Free folder of ‘Merchandising Ideas” of- 
ee to help you sell more Sterling 


Johns-Manville 66 
ba od na complete es on how to 
ip volume sales wit ive t s of 

J-M hardboard. pedi 
Kaiser Aluminum 48 

Kaiser’s special Sales Policies back up 

dealers. 
sypsene Steel & Wire Co. 
rite for complete information on ‘“Key- 
mesh, “Keycorner,” and “Keystrip” 
galvanized reinforcing lath. 
LibbeyeOwenseFord 

Now any t standard sash comes pre- 

glazed w “GlasSeal” ‘‘Thermopane.” 
Marlite Div. of Masonite Corp. 40 

Complete details available on new Marlite 
Random Plank in six Trendwood fin- 
ishes. 

Masonite Corp. 32 

Write for complete information about Ma- 
sonite Sidings that withstand any 
weather. > 

Minnesota Mining and Manufacturing Co. 25 

New wood cabinet displays full “3M” 
sandpaper line. 

Moto-Mower, Inc. 20 

Sales Tools’, including indoor and outdoor 
displays, sales literature, and merchan- 
disin helps, are only part of Moto- 

Mower’s special “Early Buy” offer. 

National —— 5 

For full details on “Gold Bond” metal 

lath circle #5 on the handy cover card 
National Gypsum Co. .................-. 19 

Samples and sales helps available for 

“Gold Bond” Decor Ceiling Tiles. 
National Lead Co. 

National consumer advertising and mer- 
chandising helps are two reasons that 
“Dutch Boy” is easier to sell. 

National Mfg. Co. 87 

Write for free catalog on National of Ster- 
ling’s complete line of builder’s hard- 
ware. 


New York Wire Cloth Co. .............. 53 
New Opal Screen department speeds sales 
and prevents damage. 
Parker Hardware Mfg. Corp., S. ......... 39 
Write for prices on complete source of 
hinges. 
Pierce and Stevens Chemical Corp. ..... 4 
Free Sales Aids are part of ‘‘Fabulon” 
Floor Finish fall promotion. 
Quaker State Metals Co. 33 
Price information available on full line of 
Quaker State metal building items. 
Republic Steel, Truscon Div. ............ 62 
“Trusconomy” information on ‘Series 500” 
aluminum —a window, and alum- 
inum horizontal sliding window. 
R. O. W. Sales Co. 5 
R.O.W. removable wood windows with 
“Lif-T-Lox”’ balance. 
Sargent 46 
Manufacturer offers full-color residential 
hardware catalog. 
Southeastern Tool & Die Co. ............ 54 
Information offered on Southeastern’s 
line of storm windows and doors. 
Sterling Corp., John 1 
Offers catalog on ‘“‘Micro-Cam" Hangers 
for sliding doors. 
Swingline, Inc. § 
Display and sales aids, as well as national 
advertising, pre-sell Swingline staple 
guns 


Symons Clamp & Mfg. Co. .............. 83 
Complete dealer price information fur- 
nished on Symon’s steel stake. 
U. S. Aluminum Siding Core. 67 
Manufacturer offers full line of sales aids 
designed to sell ““Kover-Lum.” 
Universal Atlas Cement, Div. of U. S. 
Steel 
Use handy cover card for information 
about non-staining Atlas White Portland 
Cement. 
Wells Aluminum Corp. 71 
Descriptive aluminum threshold brochure 
furnished upon request. 
Welsh Plywood Corp. 
a Planning Kit—consumer bro- 
chure that sells paneling for you. 
EE AE SU 5s vrs cv hood oo occa ees 42 
Use handy cover card for more infor- 
mation on Western Pine Region woods 
finished in color. 
White Instrument Co., David. ........... 31 
Write for catalog and dealer prices. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





Large C&C yard look for talented yard 
managers and assistant buyers. Prefer men 
35-45 years of age. We want only the best 
and will pay for it in the form of a salary 
and profit sharing arrangement. Address 
Box J-58 American Lumberman & Building 
Products Merchandiser. 





MILLWORK ESTIMATOR and DETAILER 
South Florida Millwork firm wishes to em- 
ploy experienced Millwork Estimator who 
can also Detail and Bill Special Millwork. 
Address Box K-26 American Lumberman & 
Building Products Merchandiser. 





Manager 
for county seat Texas town with fine op- 
ortunity for advancement with well estab- 
ished company. Hard work necessary. Base 
salary plus percent of profits. Address Box 
K-25 American Lumberman & Building Prod- 
ucts Merchandiser. 





RETAIL LUMBERMAN 

Old established Florida Company wishes to 
employ experienced Retail Lumberman who 
can list quantities and estimate from plans 
and sell to contractors and consumers. Give 
full particulars. Address Box K-27 American 
Lumberman & Building Products Merchandi- 
ser. 





_ Assistant Manager 
for booming West Texas city. Experience in 
home improvement field necessary as well 
as general lumber yard experience. Base 
salary and profit sharing. Write in detail to 
Box K-24 American Lumberman & Building 
Products Merchandiser. 





HELP WANTED 











Experienced Estimator—Take-off and De- 
taller for architectural woodwork mill. Able 
to assume full responsibility and do the 
work involved for a volume of five hundred 
thousand annually. Address Box K-31 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





ATTENTION ASSISTANT LUMBERYARD 
MANAGERS 


If you have gone as far as you can go in 
your present job and feel that you are ready 
and capable of taking over as manager of 
a go line yard, answer this ad today. 
Address Box K-29 American Lumberman & 
Building Products Merchandiser. 





BUSINESS FOR SALE 











Building Material Business in rapidly ex- 
a resort area of Mi . A profitable 
usiness with best of prospects. Ample op- 
rtunity for e n. A natural for home 
provement t., contracting, 
Large, modern salesroom and warehouses. 
Private siding. Owner must retire. Will sell 
all, or stock uipment only and lease land 
and buildings. Address Box J-49 American 
y ~~ poem & Building Products Merchan- 
diser. 





Established building material yard in North- 
western Pennsylvania. Will sell or lease land 
and improvements. Consider any reasonable 
offer. Address Box K-28 American Lumber- 
man & Building Products Merchandiser. 





Lumber yard in central Wisconsin. Trade 
area, 30,000 population. Over 13,000 sq. ft. 
shed, warehouse, office and display space for 
$15,500, plus inventory, equipment. Address 
Box K-30 American Lumberman & Building 
Products Merchandiser. 





BUSINESS WANTED 











Experienced General Manager will purchase 
yard in sizable town on long term basis. 
Excellent references and performance re- 
cord, college graduate, will invest to $30,000. 
Address Box J-60 American Lumberman & 
Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





| 


SULDING FONE 


EAPOSIMON 
CLEVELAND vouw-12 se 
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Statement required by the Act of August 
24, 1912, as amended by the Acts of March 
3, 1933, and July 2, 1946 (Title 39, Unted 
States Code, Section 233) showing the owner- 
ship, management and circulation of Amer- 
ican Lumberman & Building Products Mer- 
chandiser, published every other week at 
Chicago, Illinois, for October 13, 1958. 

1. The names and addresses of the pub- 
lisher, editor, managing editor and business 
manager are: 

Publisher, Herbert A. Vance, Chicago, Il 

Editor, Gordon J. Lawler, Chicago. Il. 

MF an: Editor, Wesley Wise, Chicago, 


General Manager, Arthur E. Petersen. 

2. The owner is: 

Vance Publishing Corporation, (a corpora- 
tion) 59 E. Monroe St., Chicago 3, Il. 

Whose stockholders are: 

Herbert A. Vance, 59 E. Monroe St., Chi- 
cago, Ill. 

A. E. Monetti, 20 Exchange Place, New 
York, N. Y¥. 

3. The known bondholders, mortgagees. 
and other security holders owning or hold- 
ing 1 percent or more of total amount of 
bonds, mortgages or other securities are 
None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company, as 
trustee or in any other fiduciary relation, 
the name of the person or corporation for 
whom such trustee is acting; also the state- 
ments in the two paragraphs show the af- 
filiant’s full knowledge and belief as to the 
circumstances and conditions under which 
stockholders and security holders who do 
not appear upon the books of the company 
as trustees, hold stock and securities in a 
capacity other than that of a bona fide 


owner. 
HERBERT A. VANCE, 
lisher 
Sworn to and subscribed before me this 
llth day of September, 1958. 
C. M. LYNN 
Notary Public 
(Seal.) 





12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled Making Makes 
Sense,” this reprint is the most 


“Truss 


complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, IIl. 














Told by the doctor that he needed more exercise the feller 
decided to roll his own cigarettes. 

+ * + 

She: “What happened?” 

Her: “Well, I kept saying ‘No!’ but he thought I was saying 
‘Now.’ ” 

* ~ * 

A man took his very talented dog into a producer’s office 
and put it through an hour long routine of quoting Shakes- 
peare and singing operatic arias with perfect pitch. “Pretty 
good,” said the producer after it was over. “Now, let’s see her 
legs.” 

+ + * 

Then there’s the cowardly counterfeiter who still has the 
first dollar he ever made. 

+ * 7 

It isn’t what young girls know that bothers their parents. It’s 
how they found out. 

* * 

Happy Hallowe’en! No spooks in your lumberyard if you 
make it a policy to stock reputable brands of building supplies. 

While you retailers work that vital final sales area we at 
MAUK specialize in wholesale supply and bring the best from 
mill to you. It’s all treat and no trick—try MAUK. 

” ~ * 

Simple Celia says true beauty comes from within—within 

tubes, jars, compacts and beauty shops. 
* a * 

A ditch digger got one dollar too much in his pay envelope 
and didn’t say anything about it. The next week the pay- 
master, discovering the error, deducted one dollar. “Say,” the 
ditch digger said, “I’m a dollar short.” 

“Well,” said the paymaster, “You didn’t complain last week 
when you were a dollar over.” 

“Yes,” said the ditch digger. “A guy can overlook one mis- 
take but when it happens again it’s time to complain.” 

* a + 


We stole this one. The client was phoning from prison, “Lis- 
ten, they shaved my head, cut a slit in my pants leg and rolled 
up my sleeve. What’ll I do?” 

Lawyer: “Whatever you do don’t sit down!” 

- a 


Do You Know What Dep'’t.: 

Do you know what sex appeal is? Something that makes 
feminine capital out of masculine interest. 

Do you know what a woman is? The only one in the world 
who can rave about nylon stockings when they’re empty. 

Do you know what value is? Whatever you stock through the 
MAUK Lumber Co. 


* * * 


MAUK Seattle Lumber Co. 
Seattle, Washington 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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new LITERATURE 


Time-Saving Card——See Back Cover 


Home Lighting Fixtures. A new 64-page miniature catalog 
illustrating the maker’s compete line of lighting fixtures now 
is available. It contains complete sections on indoor lighting, 
covered recessed lighting, glamour lighting and fluorescent 
lighting as well as fixtures for every room in the house. Post 
lanterns, landscape lights and special lights for patios and 
breezeways are fully described. Progress Mfg. Co., Inc., Dept. 
AL, Castor Ave. & Tulip St., Philadelphia 34, Penna. 

Circle No. 221 on Handy Cover Card 


Glass Electric Radiant Heaters. A new catalog describes the 
maker’s full line of baseboard, wall panel and ceiling-recessed 
Glass Electric Radiant Heaters. It features technical and de- 
scriptive information on the uses and operation of Berko’s 
electric heaters for home, business and commercial applica- 
tions as well as complete specifications on Berko’s baseboard 
heating systems and all models of wall panels and Pyrolite 
ceiling-recessed heaters. Copies of the catalog may be obtained 
by writing on a company letterhead to Berko Electric Mfg. 
Corp., Dept. AL, 212-40 Jamaica Ave., Queens Village 28, N.Y. 

Circle No. 222 on Handy Cover Card 


Two new do-it-yourself pamphlets describe the latest meth- 
ods on how homeowners can install and create their own solid 
vinyl, vinyl asbestos, rubber, cork and asphalt tile floors. They 
also give specific details on how to measure a room, plan a 
border, spread the adhesive and cut in the border. They may 
be obtained free of charge by writing for “Do-It-Yourself Pam- 
phlets” Nos. 315 and 320 to Kentile, Inc., Dept. AL, 58 Second 
Ave., Brooklyn 15, N. Y. 

Circle No. 223 on Handy Cover Card 


Interior Design. Lobbies, corridors, dining areas and bed- 
rooms pictured in color in a new brochure, entitled “Motels, 
Hotels and Restaurants,” show a variety of striking effects 
achieved with real wood paneling. Included is information on 
the use of both hardwood paneling and flexible wall coverings 
in problem areas, such as columns, curved walls, too-small 
lobbies, plus a guide to many Weldwood building products. For 
a copy of the brochure, write to Nancy Stuart, U. S. Plywood 
Corp., Dept. AL, 55 W. 44th St., New York 36, N. Y. 

Circle No. 224 on Handy Cover Card 


Where and how fire-retardant lumber and plywood may be 
used in public buildings to comply with existing fire code re- 
quirements is the principal subject of a new booklet. The bro- 
chure discusses fire-retardant decorative plywood paneling, the 
interpretation of flame-spread ratings, how these ratings are 
determined and the importance attached by fire code authori- 
ties to materials bearing the UL label. Numerous installation 
photographs are included. To obtain a copy of the brochure, 
write for “Baxco-Pyresote,” J. H. Baxter & Co., Dept. AL, 
120 Montgomery St., San Francisco 4, Calif. 

Circle No. 225 on Handy Cover Card 


A revised edition of the popular “Masonry Anchoring Hand- 
book” has been prepared especially for architects and users of 
masonry anchors and drills. A complete source of informa- 
tion on masonry anchoring, the 48-page, pocket-size handbook 
includes tables that show the proper anchors to be used with 
each type of fixture and material. A copy of the handbook may 
be obtained by writing to The Rawliplug Co., Dept. AL, 244 
Petersville Road, New Rochelle, N. Y. 

Circle No. 226 on Handy Cover Card 


“Calcium Chloride in Concrete” is the title of a new 40- 
page technical manual now available to users of concrete. 
It contains data on major effects of calcium chloride, early 
and ultimate strength, cold weather protection, high early 
strength cement and air entrained concrete. Charts illustrate 
lab data from numerous nationally recognized technical organ- 
izations. Single copies are available free from the Calcium 
Chloride Institute, Dept. AL, 909 Ring Bldg., Washington 6, 
p< 
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October 26, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Come on in... 


the PROFIT'S fine! 


Sell Southwest ‘'Friendly Indian’’ brand lumber... 
it’s your springboard to repeat business! 





Come on in... whether you just wiggle your toe with a trial car- 
load, or splash with several carloads — selling Southwest lumber is 
rewarding! One sale leads to another, because every board is bright, 
well manufactured and looks like a best buy. And that’s the best 


kind to keep inventories moving! 


You can see the helping hand Southwest gives Nature—in every board! 


@ kiln dried clean, bright appearance 
® precision milled carefully handled 
® brand identified and loaded 

e consistently graded * speedy, dependable 

© waxed ends delivery the year around 


‘\fouthwest. 


LUMBER MILLS, INC. 


General Sales Office: P. O. Box 908 . Phoenix, Arizona 
Alpine 8-4811 TWX PX 495 


Eastern Region Sales Office: 135 S. LaSalle St. * Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills: Flagstaff, Arizona * McNary, Arizona * Corrigan, Texas 


PRODUCING PONDEROSA PINE, DOUGLAS FIR, WHITE FIR, SOUTHERN YELLOW PINE, AND HARDWOODS 
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OS | 
POWERFUL Th 433 TESTIMONIALS F 


IN NATIONAL, STATE AR t LOCAL PAPERS 


PLUS (TV) NEWS— RADIO News & Weather 


All Working for You— 
BRINGING FOLKS INTO YOUR STORE FOR 


WARP’S PLASTIC WINDOW MATERIALS 


Let customers know your store is headquarters for Warp’s... 
run ads in your local paper now! 





if | "TF ATHER-COJ r 


Sist TACK op 










a “We have 
Unsolicited letters from we started nthe Ho 
d whenever we sell it we 


oe in every State in put out by @ comp 
the Union are positive George P. Fravel, F 

: : Tavel’s Eco ; 
proof of the wide prefer- res : sony Store, Portage, Wis, 


ence for Warp’s top qual- a 
“We buy Warp’s and only Warp’s. We feel they have a qual- 


ity line of plastic window "> ity we can boast about and need make no apologies.” 
materials. all WwW 7" ~—s Mrs. ©. D. Sellers, Sellers Hardware, Des Moines, lowa 
Presi Ds 


rp’s mate 
he Hardware ie ppl 


e — is best!” 
ur 4 Hardware Co., High Falls, N. Y. 


e pleased 
\d your products. many years and are Pp 
$0 


fine quality and price. c., Ayer, Mass. 


“We have 
h Hardware Co., Im 


» with their 

> i. B. Wentworth, Wentwort 

We have been bending Warp’s Products for years ; 

in our store, as we have been in business since rm materials for years, and will 

j 1924. Sometimes the jobber substitutes some other FIRST WITH USERS “we have sold your = product” 

| brand, but it goes right back again.’ © say that you make 2 Tl Moers, New ES2, Michigan 
le E. Deterding, (Hardware Dealer), Ruskin, Nebraska FIRST WITH DEALERS » a Henry Postema, Postema Bro 


SINCE 1924 
















PACKAGED STORM COVERS 
Complete Kits r 


for Doors 5 ( 
& Windows __, PB osm 6 


(4 


Only 


26%: 
Uxy inne Duty Tra 


36° Wide Storm Window Kit parent Plastic Sheet, 2 

é of Molding and Packa 
of Nails. Packed 24 
Attractive Counter M 
chandiser. 


a: 2 SE] ADVERTISED we. PoMEEy, 


Storm Window Kit (1 


2” Plast 


36” 7 

Sheet ‘8 Fibre Mold. 

ing. One full size 2 Sheets Plastic—72” 
Storm Window, packed 36”. 36 Feet Fibre Mo 


om Ace : 5 . MARK in each colorful box. ing. 2 Packages of Nai 
' in a Dispensin ackaged in snappy 3 ¢ 

Cie only 24¢ lin. ? only 35¢ tin | ¥ a | only 18.¢ 20-8. Display Carton. —_of plastic envelope. 

a * _ 








Ey SELON eR 


The Pioneer . Established» 1924 


| WARP. BROS. worse. orcess Producers of Top Quality Plastic Window Marenals CHICAGO 51, ILL. 





